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At sea without Punch 
People aboard small boats sometimes just don’t feel like reading, that’s all. Not even Punch. 
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Passengers on ocean liners are better able to take a healthy interest in life. They take Punch to their 
deckchairs and in next to no time have joined, in spirit, the millions of other readers who every week 
are, according to independent surveys, amused by Punch wit, enticed by Punch advertisements and 


influenced, just that much more, by what the advertiser has to tell them. 


...pervasive ...persuasive 
GOES FARTHER THAN FIGURES 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, 10 BOUVERIE STREET, LONDON, E.C.4. TELEPHONE: CENTRAL 9161] 
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ADVERTISER'S WEEKLY 


Wisdom Were 
Wise 

Sir,—1l completely disagree 
with Copytaster’s criticism of the 
“Wisdom” advertisement (Janu- 
ary 4), Copytaster may know all 
there is to know about tooth- 
brushes but there are many like 
myself who don’t and I consider 
that Addis have produced an ex- 
cellent piece of informative adver- 
tising. 

In common with thousands of 
others, 1 happen to favour a 
natural bristle in my toothbrushes 
_ and since these are items which 
_ perform a by no means unimpor- 
- tant function and have to be re- 
placed periodically, I take an in- 
terest in their performance, 
demanding that, if 1 pay a good 
price, I get a reasonable length 
of life. Two that 1 bought a few 
weeks back, each of a different 
_ but equally well-known brand, 
are now useless, their bristles 

worn and broken after the 
’ briefest use. The “Wisdom” ad- 
' vertisement, to which Copytaster 

has fortunately drawn my atten- 
' tion, gives me the reason for my 
brushes’ poor performance and 
assures me that I can rely on 
_ “Wisdom” for the length of brush 
life that experience has taught me 
to expect. What if I do have to 
_pay 3d. more for my purchase, 

1 would rather do that than buy 

a cheaper brush every few weeks. 
So 1 am going out now to buy 
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a “Wisdom” toothbrush and one 
for my wife. 
F. A. WREN, M.1.A.M.A. 


1 Auriol Road, W.14. 
‘Over Hasty’ 


Sirn,—The views expressed by 
Mr. Brian Hilton in his article on 
house organs (January 4) seem a 
little over-hasty. As one who not 
only has seen the nettle looming 
ahead for some time, but has, he 
hopes, made definite attempts to 
grasp it, | must protest. 

There are those editors, for I 
am sure I am not alone in fore- 
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EDITOR 


sight and the possession of a 
social conscience, who feel, and 
have always felt, that a house 
organ offers them opportunities 
which are unique, in that it is 
addressed primarily to the section 
of the community concerned with 
production, and further that this 
section may, by reason of the 
personal link, be more responsive 
to the mewing of the house organ 
than to the screams of our 
national Press. 

That | am not the only indus- 
trial editor who has not “buried 
his head in the sands of social 
trivia” is evident to me from the 
house journals which I receive 
regularly in this office. There 
are many in which the note of 
leadership is regularly and, | 
think, effectively struck. May | 
suggest that Mr. Hilton has been 
too conservative in his choice, or 
unfortunate in the choice pressed 
upon him. I| can only conclude 
On a note of gratitude to him for 
allaying a fear that was growing 
in me as I read his article. He 
does not suggest that we should 
adopt the American technique. 

Ww. . HACK, 
Editor of The News Veyor. 
J. Collis & Sons Ltd., 
Gray's Inn Road, W.C.1. 


‘Poor Relations’ 

Sirn—Mr. W. L. Willianis 
(January 11, page 62) appears to 
have confined his treatment to 
Press advertising, whereas the 
greatest proportion of the work 
of technical advertising managers 
consists of producing technical 
literature, with its ancillary field 
of direct mail; exhibitions; in- 
structional films; public relations, 
in its widest sense; and. staff 
journals; the small amount of 
Press advertising being handled 
by the agent. 

1 could name many advertising 
managers who control large de- 
partments which are the envy of 
some technical agents and who 
enjoy salaries that compare 
favourably with the “National 
Giants” and yet spend little more 
than their own salary equivalent 
on Press advertising. in fact Press 
advertising is usually the “poor 
relation” of the department. 

A career does exist in technical 
advertising for he who is so 
minded. I suggest Mr. Williams 
reads the 1.A.M.A. report on the 
subject, which he appears to have 
anticipated, and he will note that, 
while many of his fears are ad- 
mitted, action is being taken to 


POINTS FROM OTHER LETTERS 


‘NOT SO SUBTLE’ 

it would be interesting to hear 
whether your correspondent 
Frank Rowlinson (January 11) 
is Frank enough to state whether 
he is connected with an advertis- 
ing agency, whether he received 
any special training for such, or 
did he emerge from the chrysalis 
Stage as an all-round advertising 
man, his so-called “Dabbler.” 
| hose who know can smile at his 
cheek and his not-so-subtle 
propaganda.—_H, R, Baldrey, 
F.LA.M.A. (and proud of it), 
Manchester. 


BETTER FILM POSTERS 

Bravo, Mrs. Havinden! How 
right you were to ask for some 
good posters on our hoardings 
before the Festival opens (p. 45 
last week). Let’s have, in par- 
ticular, some good film posters. 
How long are we going to toler- 
ate the cretinous, unsavoury 


A single t 


sheets with which too many 
film advertisers see fit to insult 
us?—H. D., Bourne End. 


POOR OLD BILL 

1 endorse Mrs. Gowing’s com- 
ment on advertising characters of 
childhood days who became 
friends in the nursery. How many 
a silent tear was shed for the 
unfortunate “Bil| Stickers”—and 
the constant threat of his prose- 
cution.—A, N. Higgins, Northolt. 


APPEAL TO YOUNGSTERS 
How sound it is for advertisers 
to appeal to young folk, especi- 
ally children, as was urged by 
lady speakers at the Publicity Club 
of London. When I was a boy | 
was attracted by the advertise- 
ments for Cherry Blossom boot 
polish; now that I am 50 I still 
insist On my wife buying that 
brand—~C, J. F., Hastings. 
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eliminate these disadvantages and 
to place technical advertising on 
its correct footing. 
G. A. T. BURDETT, 
A.M.LLA., M.LA.M.A, 
Stamford, Lincs, 


‘He Who Px Pays 
The Piper’ 


Sir,—I would like to endorse 
the opinions expressed by Mr. 
Dudley J. Kingstall January 11). 

I myself view with alarm the 
increasing trend of exhibition 
organisers, architects and con- 
tractors getting together in or- 
ganised associations in order to 
influence exhibitors to accept 
standardisation. As Mr. King- 
stall mentions, I can also visualise 
the Ministry of Exhibitions, with 
the resultant large army of civil 
servants. 

The old saying that “he who 
pays the piper calls the tune” 
seems to have lost its significance 
to-day. More and more we who 
“foot the bill” have less and less 
say in what should be done. 
would mention in particular the 
instructions issued by electrical 
contractors through the organis- 
ing body to exhibitors, with which 
many of us are familiar—the 
special notice which informs us 
that “unless orders are received 
after a certain date they will be 
increased by 15 per cent, and 
after that, by 25 per cent, and as 
for late orders, alterations or ad- 
ditions “the price will be in- 
creased by 50 per cent over mini- 
mum nett schedule prices.” 

I have dealt with one particu- 
lar national exhibition for the 
last twenty years, and I never fail 
to feel infuriated at these dicta- 
torial instructions. After all, if as 
exhibitors our stands are not 
ready for one reason or another, 
it is our problem, as the man who 
“pays - ore 

DANTON Cre ey 

M.1L.A.M.A 

Advertising Manager, The British 
Vacuum Cleaner & Engineering 
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is a National Campaign for a week 
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Beveridge Committee—But Not Beveridge— 


Rejects Commercial Radio 


MAJORITY FEAR SPONSORING WOULD GIVE CONTROL 
TO SALESMEN AND PROPAGANDISTS 
Rejecting sponsored broadcasting and radio advertising, the Beveridge report on the B.B.C., 


published to-day, favours the present system of licences as the best source of revenue. 


Com- 


mercial broadcasting, says the report, was the most difficult issue considered by the’committee. 
The committee recommend repetition in the new Charter or Litence of a clause prohibiting 
any commercial advertisement or sponsored programme without the written consent of the Post- 


master General. 


Seven of its 11 members think 
that no case has been made out 
for departing from the estab- 
lished practice of barring broad- 
cast advertisement completely, 
and that it would be wrong to 
depart from this practice. They 
hold that there are ample means 
of advertising goods otherwise 
than on the ether and that 
“to admit advertisement there 
would, sooner or later, endanger 
the traditions of public service, 
high standards, and impartiality 
which have been built up in the 
past 25 years”. 

Varying Views 

of Minorities 

One member of the committee, 
Mr. J. Selwyn B. Lloyd, M.P., 
takes a contrary view. He sees, 
in admission of sponsoring, a 
means of avoiding the dangers of 
monopoly, of giving traders a new 
facility, and, indeed, of improving 
broadcasting. With the rest of 
the committee he proposes con- 
tinuing a public service of broad- 
casting, financed by licence fees, 
but he wishes also to see other 
programmes, both national and 
local, financed commercially, and 
bringing the stimuli of competi- 
tion and experiment, 


Chairman Endorses 
Intermediate Plan 
Three members, Lady Megan 


Lloyd George, Mrs. Mary D. 
Stocks, and Lord Beveridge, the 


chairman, take an intermediate 
view. They agree with the 
majority in wishing broadcast 


programmes to be devised, as at 
present, without any influence 
from a sponsor, but they see no 
danger in allowing traders use of 
the ether for making their goods 
known to the public. 

They think that a_ public 
broadcast service might have 
its controlled and limited ad- 
vertisement hour—as_ every 
newspaper has its advertisement 
columns—without _ sacrificing 
the independence, or the stan- 
dards of broadcasting. 
Recommending repetition of 

the prohibition of commercial 
advertisement or sponsored pro- 
grammes without the written con- 
sent of the Postmaster General 
the majority “hope and assume 
that repetition of the clause will 
mean continuance of the practice 
under which the consent of the 
Postmaster General has | Jheither 
been sought nor given.” The 
Committee are “ready to leave 


this issue to the judgment of the 
B.B.C. and the Governments : f 
the future.” 

Answering the question how 
should the cost of broadcasting 
be met, the Committee declare 
themselves in favour of continu- 
ing substantially the present 
system of licences. Any system 
which was dependent wholly, or 
largely on sponsoring, would find 
that control was ultimately in the 
hands of people whose interest 
was not broadcasting, but the 
selling of goods or services, or the 
propagation of ideas. 


People Must Be 
Prepared To Pay 


“If the people of any country 
want broadcasting for its own sake 
they must be prepared to pay for 
it as listeners or viewers,” the 
report continues. “They must not 
ask for it for seats as an accom- 


Cash And 


Compromise 


Commenting on commercial 
broadcasting three members— 
Lord Beveridge, Lady Megan 
Lloyd George and Mrs. Mary 
D. Stocks—tind it impossible 
to take seriously the argument 
that receipt of money for ad- 
vertising particular goods 
would affect the B.B.C.’s 
reputation for impartiality. 

They add: “The B.B.C. for 
some time has been obtaining 
an income of £1 million a 
year for advertisements in 
“Radio Times.” No one has 
suggested that this compro- 
mises their standards or reput- 
ation. If radio advertising 
revenue of the B.B.C. became 
considerably larger than this, 
it would be a smaller propor- 
tion of the total revenue than 
applies to a number of 
periodicals whose reputation 
and independence are not in 
question.” 


paniment of advertising 
other commodity.” 

In recording their views on 
sponsored broadcasting and radio 
advertising, six members of the 
committee make some interesting 
points. These members are 
Messrs. A. L. Binns, J. Crawford, 


(TURN TO NEXT PAGE) 
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R. — . PENNEY, pee Diver, J Northcliffe Newspapers Group Ltd., Carmelite House, E..C.4. 


EVENING 


NEWSPAPER @ 


For markets in 
LEICESTER 
LOUGHBOROUGH 
RUGBY 
COALVILLE 
HINCKLEY 
NUNEATON 
MARKET HARBOROUGH 
and 
surrounding areas 


Central 6000 


ee OS a . 7 . 
¥ 4 oe y Fa 
Et ie il 
¥ Pies 
tae 
: ee Belfast, ie 
~ F & Z ; e . » © s T : ‘* Ae 
| Gelegraph lelegraph 
: __ The Home Newspaper _ The Home Newspa i. 
48 ea eg eee 
| “"T WORTHERN a 7 NORTHERN A 
; 9) IRELAND [nn ||| IRELAND ty 
4 ee 
: h f 
ie ef a 
, [| * 4 , 
- t -., 
: : i ome 
i é : “V7 
: wy 
ne ' ag ' 
3 — 
Ho ; ve 
‘ei : wee 
* et ‘ 
2 Yo 
* det i. 4 
‘ - 3 
Fe SN : 
eq —— PSY ’ — 
a — Ss ; a 
a S/F . “2 
: = Sey SESS : 
H Poe ~~ = mie 
? oe i 
jl LT, 7 
i ALIS FL] é 
. ee NPA — 
: — 


’ 


ADVERTISER'S WEEKLY 


BEVERIDGE REPORT— continued 


Six Cite ‘Dangers Of Sponsorship ’ 


W. F. Oakeshott, J. 
Il. A. R. Stedeford, 
Stephen Taylor. 

They apply the term “sponsor- 
ing” to the system whereby pro- 
grammes are produced and paid 
for by advertisers or their agents 
as a means of selling their pro- 
ducts. “Broadcast advertising, 
they state, is advertising on t 
ether for which money is paid, 
unconnected with programme 
content. Radio advertising is, in 
theory, possible without sponsor- 
ing; but sponsoring is impossible 
without radio advertising. 

They reject sponsoring because: 
it destroys the social purpose of 
broadcasting; it lowers the level 
of public taste and panders to the 
lower level it has produced; it 
introduces an ulterior motive into 
broadcast programmes; it fails to 
produce real variety of pro- 
grammes, to give adequate physi- 
cal coverage, to meet educational 
needs, and to cater for the dis- 
criminating listener. 

Among other reasons for rejec- 
tion are that sponsored broadcast- 
ing cannot be regulated in the 
public interest, and is less suscep- 
tible to public opinion, They 
contend it is not wanted by the 
majority of the public, or by the 


Reeves, 
and Dr. 


majority of advertiser firms. 
Among the reasons they give 
for rejecting radio advertising 
are: it is not necessary, financi- 
ally; it is not wanted by the pub- 
lic, manufacturers, or advertising 
agents; there are ample facilities 
already to meet the public needs 
for advertising; intrusion into the 
home of advertising would be 
resented by a large part of the 
British public. 
The six members maintain that 
“radio advertising would be artis- 
tically unpleasing and injurious to 
programmes.” They say it would 
introduce into British broadcast- 
ing, which is rightly esteemed for 
its impartiality and objectivity, 
an element which is neither objec- 
tive nor impartial. Also that it 
would lead to attempts by outside 
interests to influence programme 
content with a view to increasing 
the listening or viewing public for 
their particular announcements. 


Television Chance 
For Film Industry 


The Committee recommend 
that subject to being satisfied that 
wavelengths not needed for home 
television or other prior purposes 
can be used for public showing 


television, the Postmaster General 
should be prepared to licence 
their use by a responsible organ- 
isation or organisations estab- 
lished for the purpose. He should 
require the resulting pictures to 
be available to the B.B.C. and to 
others on financial terms ap- 
proved by himself, and he should 
impose conditions preventing the 
new licensees from introducing 
commercially controlled _ tele- 
vision indirectly into the sphere 
of viewers at home. 

The film industry had suggested 
two complementary services, one 
operated by the B.B.C. direct for 
home reception, and one by the 
film industry direct to cinemas. 

The committee state: 

“We believe that safeguards 
could be found against the two 
dangers feared by the B.B.C.— 
the danger that television osten- 
sibly directed to cinemas may 
become a means of television 
broadcasting under commercial 
control, and the danger that 
allowing attractive spectacles to 
be televised for cinemas might 
mean that they could not be seen 
by viewers at home. Subject to 
such safeguards there is much to 
be said for meeting the request 
put forward by the film industry. 
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‘Facilities Are 
Adequate’ 


The six members who 
Oppose sponsored programmes 
or radio advertising state that 
repetition, an endless 
variety of ways, is the essence 
of persuasive advertising. 

Radio advertising, they ex- 


They add: “Advertisers al- 
ready have available space in 
every newspaper, local and 
national, and all but the most 
erudite periodicals. . . . They 
can address us by canvassers 
on our doorsteps, through the 
post, from shop-windows, 
from hoardings, in the under- 
ground, on buses and at rail- 
way stations. 

“We consider these facilities 
are adequate to ensure that 
the public as a whole gets 
everything worth h that 
advertisers have to tell them, 
and that the field for persua- 
sive, repetitive advertising is 
already big enough.” 


Apart from the hope of increasing 
facilities to the public, there is 
every reason for encouraging 


technical experiment in this field.” 


L.1.P.A. Favours Extra ‘Commercial’ Programme : 1.S.B.A. Tests | 
Advertiser Views : N.P.A., N.S., Oppose ‘In Principle’ 


Points from the written evi- 
dence by organisations directly 
interested in advertising include 
the following: 

Institute of Incorporated Prac- 
titioners in Advertising: 

An increase in the facilities for 
advertising would be beneficial 
to British industry as a whole. 

The shortage of newsprint, 
which comes largely from coun- 
tries within the dollar area, may 
be expected to last for many 
years, and makes the provision 
of additional means of advertis- 
ing doubly urgent. 

Nothing in the experience of 
other nations in the Common- 
wealth gives grounds for fearing 
that an alternative commercial 
programme in Great Britain 
would result in any lowering of 
broadcasting standards or vulgar- 
isation of the national way of 
life. 

Those who approve broadcast- 
ing to foreign markets but 
oppose the provision of facilities 
for commercial broadcasting in 
this country fail to realise that 
the production of high-class 

rogrammes for broadcasting 

rom overseas stations, in some 
cases to strictly limited markets, 
would often be wholly unecon- 
omic unless those programmes 
could also be used in this coun- 
try. In other words, the ability 


to use a “programme for broad- 
casting to the home market is in 
many instances a prerequisite to 
its economic use for the purposes 
of the export market. 

It cannot be stated too empha- 
tically that it is not suggested that 
any change should be made in 
any of the programmes at present 
being broadcast by the B.B.C. to 
listeners in this country. What 
is required is an additional pro- 
gramme under the control of the 
B.B.C. on which time may be 
purchased for commercial pro- 
grammes. 


Results Of Quiz 
To 1,330 Advertisers 


Incorporated Society cf British 
Advertisers: 

The Society submitted results 
of a questionnaire mailed to 
1,330 advertisers. members and 
non-members. 382 companies 
replied, the small proportion 
being explained by the fact that 
the inquiry took place during 
the holiday period. 

Of the 382, 201 (52-6 per cent) 
favoured commercial broadcasi- 
ing. 181 (47-4 per cent) were 
against. 

Of 291 companies whose adver- 
tising is normally directed to the 
public, 169 (58-1 per cent) were 
in favour; 122 (41-9 per cent) were 
against. 

Only 56 out of 382 considered 


that commercial broadcasting 
“would seriously affect the in- 
terests of newspapers which rely 
largely upon advertising revenue.” 
246 expressed the view that it 
would have no such effect. 

140 considered that “only the 
big advertiser ready to pay highly 
would get a chance of advertis- 
ing.” 139 took the contrary view. 

109 considered that commer- 
cial broadcasting would tend to 
make the service unpopular. 215 
thought that it would not. 

The Newspaper Society: 

The broadcasting of advertise- 
ments by the B.B.C., a govern- 
ment-licensed monopoly, or by 
other organisations with quasi- 
monopolies, would place news- 
papers in an invidious position 
by competing for that advertising 
revenue upon which, economic- 
ally, the existence of newspapers 
depend. 

The Newspaper Proprietors 
Association: 

The members of the N.P.A. 
are opposed in principle to the 
introduction of any system of 
radio advertising in this country, 
They consider that it would be: 

(a) detrimental to the 
interests of the public as 
listeners; 

(b) unnecessary from the 
point of view of advertisers; 

(c) impracticable in operation 


owing to the small number of 

wavelengths available unless 

operated on a monopoly basis 

by the B.B.C. 

If broadcast advertising is in- 
troduced into this country, the 
newspapers will claim the right, 
either jointly or individually, to 
take part in the running of it. 

Thomas Hedley & Co. Ltd. 

A sponsored station or wave- 
length should be set up for an 
experimental period of three 
years, to test the effect of spon- 
sored broadcasting. 


Horlicks Ltd., Lever Brothers 
and Unilever Ltd., and Rowntree 
& Co. Ltd (in a joint memoran- 
dum endorsed by eckitt 

We suggest a fair, and we 
believe practical, solution, the 
creation of a dual system of 
broadcasting, consisting of the 
B.B.C. operating substantially as 
now, and a commercial system 
supported by the sale of time to 
advertisers. 

Economic circumstances in 
Britain are such that the question 
is no longer whether non-com- 
mercial broadcasting is more 
desirable than a system which 
permits advertising. It is now 
rather a case of whether a nation 
depending for its existence on 
efficiency can afford to be with- 
out commercial broadcasting. 
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Coated Paper 
Prices Up 


Following increases in the 
prices of body papers (reported 
last week), minimum mill prices 
for coated papers and boards 
have been advanced. Thus print 
buyers will have to pay more for 
art papers which are widely used 
for high-class publicity material. 

Increases are: White coated 
papers and boards (on esparto 
body)}—2id. per lb.; (on wood 
free body}—2d. per Ib. Chromo 
papers—2jd. per lb. 

Coated papers vary consider- 
ably in quality and characteristics 
and are priced accordingly, but 
the latest increases will bring the 
price of art paper of a standard 
substance to Is. 6d. per Ib. for 
one ton quantities. 


No ‘Promotion’ For 
Gas, Electricity 


Promotional advertising by 
British Electricity Authority and 
the Gas Council has been sus- 
pended while the present fuel 
emergency lasts. Spaces already 
booked are being diverted to 
economy advertising for the 
separate organisations under the 
general guidance of the Ministry 
of Fuel. 

Individual Gas and Electricity 
Boards, whose promotion policies 
are decided locally, are being 
advised to follow the lead of 
the central authorities. 

Stop Press) 


‘Sales Managers Should 
Be In The Field’ 


TWO ORGANISATIONS DISCUSS THEIR 
RESPECTIVE ROLES 


That advertising managers are mostly unnecessary 


of many divergent views on the relative status of the advertising 
manager and the sales manager heard at a joint meeting of the 


Incorporated Advertising 
anagers’ Association and the 


“Do we differ in assessing the 
responsibilities of our two func- 


tions?” was the theme. 


Mr. Shaun O'Connor (chair- 
man, London branch, LS.M.A.) 
said he did not think there were 
many sales managers who 
possessed the accomplishment 
and capacity required for under- 
standing and controlling the ad- 
vertising function, and recent 
1.S.M.A. investigation had shown 
that a large number of advertis- 
ing managers work without 
reference to sales managers. 
There should be a drawing to- 
gether. 

Mr. C. J. Rose (vice-president, 
1.A.M.A.) maintained that, while 
it was the sales manager's job to 
obtain trade distribution of the 
goods, getting the goods moved 
from the shelves was the task of 
the advertising manager. In 1938 


PRESENTATIONS AT EMMETT DINNER 


Twenty-one years’ service pre- 
sentations were made at the 
annual dinner given recently by 
Mr. W. H. F. Emmett, managing 
director, to senior staff of the 
Emmett Group. 

Recipients were Miss Ivy Haw- 
thorn, Mr. Emmett’s personal 
secretary, and Mr. R. C. Forsey, 
director of W. H. Emmett (Over- 
seas) Ltd. Recently married 
colleagues, Mr. R. Candy 
(Emmett Overseas Company) and 
his wife Barbara (née Gibbs), re- 


ceived a from the 
directors. 

Mr. Emmett announced that 
the organisation had _ recently 
completed arrangements which 
gave it full facilities with accom- 
modatian for direct representa- 
tion in Manchester and Sheffield. 
Cables from the Emmett Austra- 
lian and Canadian companies 
linked good wishes with up-to- 
the-minute news of considerable 
new business gained. Greetings 
were also received from the 
Emmett Scottish company. 


cheque 


Mr. and Mrs. Candy receiving a cheque from Mrs. W. H. F. Emmett, 
the managing director's wife. 


the president of 1.S.M.A. had 
said they should have 10,000 
members; but there were not 
1,000 men in the country quali- 
fied to be experienced advertising 
managers. 

Major C. V. Wattenbach 
(membership committee, 
L.S.M.A.) held that the advertis- 
ing manager must create the 
desire to purchase, and the sales 
Manager must convert the desire 
into sales. 

The distinction drawn by Mr. 
Hubert Craddock (president, 
1.A.M.A.) was that the success- 
ful sales manager was essentially 
a field man, who had almost in- 
variably been created from the 
sales force, while the advertising 
manager was the salesman in 
print, in display, in films. They 
should be equally answerable to 
the director of sales. 

During discussion, Mr. R. 
Bucknall (1.S.M.A.) said that, 
generally speaking, he did not 
believe in advertising managers. 
There was nothing like an effi- 
cient and specialised advertising 
agency; if one wanted a good job 
done one should go to the special- 
ised experts and not employ small 
people whom one could not 
properly equip with studios and 
everything else wanted. 


*e °* @ 
Television Visits 
° . 
City Display 
The télevision programme 
“London Town” recently visited 
the City Display Organisation 
works at Alexandra Palace. 
Richard Dimbleby, the com- 
pere, interviewed Ted Collins, 
works manager, who took him on 
a tour of inspection and described 
the work in progress, including 
the construction of the Festival 
of Briain travelling exhibiticn. 
The scene then switched to the 
drawing office to meet two of the 
designers and a discussion of the 
exhibition in greater detail. 


ADVERTISER’S WEEKLY 


‘Newspapers To 


+) 
Cost More 

A rise in the price of news- 
papers is inevitable. It is not 
a case of “whether” but of 
“when”, 

This -is contended in the 
editorial notes of the 1951 Fleet 
Street Annual (published by Fleet 
Publications at 8s. 6d.). 

“Any rise in the cost of news- 
print (and there has been a sharp 
increase during the year) repre- 
sents a big addition to the expen- 
diture of popular daily and Sun- 
day newspapers,” the annual 
states. “So far rising costs have 
been met by increases in adver- 
tisement rates, which have gone 
up enormously since 1939—partly, 
of course, because of the growth 
of circulation. 

“The stage has now been 
reached, however, when adver- 


Belgium To Have 
Sales Analysis 


An ind organisa- 
tion is to be set up this year 


tisers are growing restive, and in 
the latter half of 1950 they were 
pressing more firmly their view 
that the time has come to meet 
any further increase of costs by 
raising the selling price of the 
newspaper.” 

The annual says it is -under- 
stood that newspaper proprietors 
had mostly reached the same con- 
clusion, but that the majority view 
was opposed by those who feared 
that an increase in price would 
mean a reduction in sales. 


More than £3,500 was spent on 
advertising and publicity by the 
Welsh Tourist and Holidays 
Board during '1950. Sixty-one 
local ~ authorities contributed 
£2,600 to the Board’s funds, while 
other statutory and voluntary 
organisations provided a further 
£4,200. 


Litho Team Will Study Methods In U.S. 


The lithography productivity 
team which sailed for the U.S. 
on Saturday under the auspices of 
the Anglo-American Council on 
Productivity, included R. Adams, 
superintendent of the lithographic 
section of the Printing, Packaging 
and Allied Trades Research Asso- 
ciation. Team secretary is Albert 
Kirk, technician with the British 
Federation of Master Printers. 

The team will inspect plants in 
New York, Boston, Providence, 


Rochester, Cleveland, Chicago. 
Washington, 


Philadelphia and 
New Jersey. 


There are about 800 firms in 
Britain engaged wholly or partly 
in lithography and employing 
about 25,000 operatives. Shortage 
of labour is acute, and it is felt 
that study of American techniques 
and conditions will assist in the 
effort to increase productivity 
and make best use of the labour 
available, 


ROR ey CORI RII I OR IgE oman “nit enmangermtty eae « 


re oat ae TP ne a oe 7a , a Si a > a is “ae et 
a ee ’ , : 
, | : ° . : ; tg 
rs ; P: s 
ae . a 
89 oe 
ee wee 
; PO . | ‘ 
Be was one fe 3 
3 op Oe 
bs ie 
P oe 
4 Incorporated Sales Managers ae) 
Association at the Waldorf eae 
; Hotel. vege 
Hf ae 
lias eo 
ee 
Ay — eaten tal 
uk | s 
3 to audit and analyse the c 
+ circulations of Belgian publi- i - 
‘2 cations. ek it 
. This and other important ae 
z marketing news is given in a \ ~ 
" special Belgian Supplement ; i. 
- to appear with “Advertiser's _- 
ny Weekly” next week. Bi es 
if A_ series of authoritative | fia 
articles examine various ah 
: aspects of selling in this ( =i 
a two-language country. \ = 
e I { te 
- 
; “f 
. xe hs 
oe : Bi 
: == , 
i 5. 
[ i 
: i ie 
. A 
: 4 % 
‘ Oy 
* _ ‘a 
| ~ = 5 ° \ \ = 
‘ ? <a pay s Bae @ 5 Si 
; os ‘ ' ee ey F ae “~, cS 
‘ i = . Po 
# od ~ 5 Ay _ f thie a= nee 
a > Exe ct 4g 
. aa . ¥ 
; 4 : el : 7 a = én 
or . / oe _ {. . ew GE 
& ates AS he, 2 ee i 
ry ae a a yer Fi Ke Ae 2 * = ae ‘ " 
‘ $3 ag = erie Sa, —- os a ee > a 
j ~ —_. = : . Pia 
$ 
os i 94 
# ; a ae re oD ms a — : 


ADVERTISER'S WEEKLY 


Urges National Campaign 
To Boost Book Sales 


The need for a national bookselling campaign along the 
lines of “Eat More Fruit” or “Guinness Is Good For You” was 
strongly urged by Mr. Thomas Joy, librarian and manager, 
Army and Navy ‘Stores pal — in a talk on “Pro- 


moting the Sale of Books” 
the British Sales cde 
Association. 

“The only way is 
really first - class advertising 
agents,” he said. “But you will 
never convince the average book- 
seller that you can successfully 
run a ‘Buy More Books Cam- 
paign.’ It is very difficult to per- 
suade any bookseller that he does 
not know all about advertising. 
What he does not realise is that 
the first-rate agent will approach 
the problem in a variety of ways. 
If only we could get the book- 
seller to realise what miraculous 
things can be done by people who 
are skilled in advertising!” 

Both publishers and  book- 
sellers, through their respective 
associations, should seriously con- 
sider a national campaign, Mr. 
Joy maintained. “We call our- 
selves booksellers, but many of 
us are not really selling books: 
we are merely handing over the 
books we have.” 


ADS. ON ABERDEEN 
TRANSPORT 


Ads. are to appear for the first 
time on the outside of Aberdeen 
Corporation buses and trams, the 
Town C ouncil has decided. 

The town’s publicity depart- 
ment will be responsible for 
selling space. 


to engage 


Mr. Reginald Mount designed 
this symbol for the International 
Advertising Conference. It will be 
embodied in all printed Confer- 
ence matter and letter headings. 
The designer has sought to con- 
vey the idea of advertising reach- 
ing the eyes and ears of the world 
through its main tools—the pen 
and the brush. The pennant 
with the “world” on it also carries 
the connotation of the “inter- 
national” aspects of the con- 
ference. 


Old Rates Stand 
In Eire 


Pending decision on “an 
appeal against the “freezing” of 
newspaper advertisement rates in 
Eire at the prices ruling on 
December 2 last, agents are being 
advised that bookings will be 
charged at the old rates until 
they are notified differently. 

There had been a_ general 
increase in rates as from 
January 1. 


Paper Chase—2 


Brewers Aim 
‘Same Again’ 


Save paper wardens have 
been appointed by several 
large firms in London. Their 
job is to consult with heads 
of departments on how paper 
economies can be effected. 

Whitbread’s brewery have 
told employees that last year 
they collected 33 tons of waste 
paper for salvage. They have 
been urged to make it at least 
“same again” this year. 
Regularity of collection is 
given as the best means of 
reaching their target. 


3,120 DEATH NOTICES 

The “flu epidemic in Liverpool 
was partly responsible for a total 
of 3.120 death notices published 
in the Liverpool Echo in the 
first 13 publishing days of 1951. 
The highest on one day was 367. 


£2,500 LIGHTING BAN 
CASUALTY 


Now unlit after being in use 
for only three weeks is the big 
neon sign erected on the front 
of the Prince of Wales theatre, 
London, to advertise the Walt 
Disney film, “Cinderella.” 

Because the film was expected 
to have a long run, it was 
thought that the heavy cost of 
the sign—£2,500—would be justi- 
fied. Then came the ban on 
advertisement and display light- 
ing. 

A description of the work in- 
volved in erecting this sign 
appears on p. 110. 

Maintenance problems are 
likely to be raised in representa- 
tions from electrical sign makers 
to the Fuel Ministry. Assurance 
is necessary that the lighting ban 
is only temporary, according to 
genera] feeling in the industry. 


Lightning Change 


London Transport poster of 
Piccadilly with its shining lights 
now has a new caption lead 
“The glamour of city lights is 
dimmed.” 

Revised copy was with the 
printers by the time the lights 
ban came into force. 


Record Progress 


Sale of the Sunday Express in- 
creased by 623,192 during 1950. 
Average circulation during the 
six months ended December 1950 
was 3,435,030. The Express 
declared: “No other newspaper 
of its kind in the world, Sunday, 
daily, or evening, has ever in any 
year made such progress.” 

The Daily Mail on Tuesday an- 
nounced an average circulation 
for the last six months of 1950 
of 2,293,565, the highest figure 
ever attained. Compared with the 
corresponding figure for 1949 this 
represents an increase of 78,562 
copies daily. 

The two million mark was 
passed by the Daily Mail in 1947. 
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New Monthly Is 
Launched 


Directors of the Financial 
Times Ltd. were hosts to a 
diverse and distinguished com- 
pany at Claridges last Thursday 
to celebrate publication of a 
new monthly, History To Day. 

Priced 2s. 6d., the magazine ‘s 


1951 


a high quality production, edited 


History 


by Peter 
Hodge. 

History Today, generously il- 
lustrated. will be devoted to the 
study of history in its widest 
Meaning, and in a witty and 
graceful speech Mr. Brendan 
Bracken promised it would be 
“robustly independent.” 

Advertisements occupied 17 
pages in the first issue. 


Quennell and Alan 


‘Contact’ Suspends 


Publication 
Contact Publications Ltd. an- 
nounce that they have decided 
to suspend publication of the 
magazine “Contact,” owing to 
the costs of present day maga- 
zine production. The com- 
pany’s other activities in the 
field of industrial publications 
and — books is not 

ied. 


Press Council Draft Plan Announced: Talks Begin 


A draft constitution for a 
General Council of the Press 
was submitted to a meeting of 
representatives of the pro- 
prietors and of employees, pre- 
sided over by Lord Rothermere, 
on Friday. 


Organisations represented 
were: the Newspaper Proprietors’ 
Association, the Newspaper 
Society, the Scottish Daily News- 
paper Society, the Scottish News- 
paper Proprietors’ Association, 
the Institute of Journalists, the 
National Union of Journalists 
and the Guild of British News- 
paper Editors. 

It was agreed that the repre- 
sentatives of the various bodies 
should discuss the scheme in 
detail 

The scheme involves the setting 


up of a voluntary organisation 
consisting of a chairman, 12 
editorial and 12 managerial 
members. 

The chairman would be the 
chairman of the Newspaper Pro- 
prietors’ Association or the pre- 
sident of the Newspaper Society, 
each of whom would hold office 
in alternate years. 

The 12 managerial members 
would comprise six nominees of 
the N.P.A., five of the Newspaper 
Society, and one of the Scottish 
Daily Newspaper Society. The 
12 editorial members would com- 
prise three nominees of the 
N.P.A., two of the Newspaper 
Society, one of the Scottish Daily 
Newspaper Society, one of the 
Scottish Newspaper Proprietors’ 
Association, one of the Guild of 
British Newspaper Editors, two 


of the Institute and two of the 
N.U.J. Suggested objects are: 
To preserve the established freedom 
of the British Press 
To maintain the character 
British Press in accordance 
highest professional and 
standards: 
To keep under review any develop- 
ments likely to restrict the supply of 
information of public interest; 


of the 
with the 
commercial 


To promote methods of recruitment. 
education and training of journalists: 

To promote a proper functional re- 
lation among all sections of the pro- 
fession; 

ban promote technical and other re- 


sea 

To ‘study developments in the Press 
which may tend towards greater con- 
centration or monopoly; 

To publish periodical reports record- 
ing its own work and reviewing from 
time to time the various developments 
in the Press and the factors affecting 
them. 


The N.U.J.. with 11,000 mem- 
bers, contend they are unfairly 
represented in the proposed con- 
stitution. 
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CLUB NEWS 


Ads. Brighten Papers, 
Says Noted Editor 


| Assertions that advertising was dishonest, wasteful and 
extravagant were sheer nonsense, Mr. F. K. Gardiner, director 
and editor of the Sheffield Telegraph, told members of Sheffie 


Publicity Club on Friday. Every 
advertiser of repute, he said, 
i that to advertise 
and foist on the public an 
inferior article might bring 
early rewards but would assur- 
edly bring final bankruptcy. 

Added to this were legal safe- 
guards introduced over the gen- 
erations, and the ethical standards 
imposed by representative bodies 
of advertisers and publishing 
interests. 

Mr. Gardiner, who was last 
year’s president of the Institute 
of Journalists and who was giving 
an editor’s view of advertising. 
said that it was too often wrongly 
assumed that some antagonism 
was always present between the 
advertising and editorial sides of 
a newspaper. 

“My own view is that adver- 
tising completes an effective 
newspaper. I think those 
papers which have endeavoured 
to turn their backs upon adver- 
tisements, look rather dull and 
uninspiring shects.” 

Advertisers and their agents 
presented brightly-written copy 
with artistic illustrations which 
added considerably to a news- 
paper’s appeal. 

“Over and above that, I say 
with all sincerity that advertising 
performs a valuable, nay essen- 
tial, public service in informing 
the public, and in making pos- 
sible the provision of people's 
needs.” 

Turning to the relationship of 
an editor with the advertiser, Mr. 
Gardiner said that there were a 
few advertisers—and he had had 
personalexperience of some—who 
felt that the expenditure of money 
in publicising their wares through 
a newspaper entitled them to ex- 
pect editorial adjustment to their 
own aims and interests. 

They were very foolish and 
short-sighted, and at once lost 
sympathy by such approaches. 
They failed utterly to realise that 
if the editorial content of a news- 
paper was suspect then the loss 
of the readers’ trust would extend 
to everything in the paper. 

“Nothing makes me _ bristle 


Leaper On The 


Conference 


Mr. W. J. Leaper, of the Ad- 
vertising Association, addressed 
the Bradford Publicity Associa- 
tion last week on the Inter 
national Advertising Conference 
and on the work of the Advertis- 
ing Association. 


more,” he said, “than when an 
advertiser appears who regards 
his expenditure on advertising 
columns as some kind of philan- 
thropy which deserves, indeed 
commands, reciprocation in the 
shape of special favours.” 

On the other hand, advertising 
itself created public interest in 
the products, personnel and devel- 
opment of companies, and it was 
legitimate and in the public in- 
terest to refer to those matters in 
news columns. 

He agreed with the view of the 
Advertising Association, whicn 
stated in its evidence to the Press 
Commission that “An editor who 
thinks more of his advertisers 
than of his readers will soon 
have neither advertisers nor 
readers to think of.” 

The club’s president, Lieut.- 
Col. Maurice W. Batchelor, paid 
tribute to the Sheffield news- 
papers for their understanding 
and layout. 


Public Likes Sketch 
Club Exhibition 


So successful is the London 
Sketch Club exhibition of oil 
paintings, watercolours, drawings 
and prints, that it may be ex- 
tended beyond the officially 
announced closing date, January 


Evening News lent its West 
End centre in Regent Street for 
the exhibition; and sometimes as 
many as 300 members of the pub- 
lic are present at a time to look 
at the 127 works, mostly by free- 
lance artists. 

Mr. J. G. Stephens, governing 
director, Stephens Advertising 
Service, Ltd., is a member of the 
organising committee. 


Has any club a better letter heading than the above? 


The rooster and 


lettering are in red, with thin black shadow, making an impressive 
design. 


Nottingham 


Public Speaking Is ‘In Decline’ 


“I think it would be a great 
grief if we ever lost the capacity 
to laugh at ourselves,” said Mr. 
K. E. Burnett, editor of the 
Nottingham Journal, addressing 
the Publicity Club of Notting- 
ham. 

Replying to questions he said 
he deplored the tendency of some 
newspapers to provide entertain- 
ment rather than inform the 
people, adding that the news- 
papers which did so had bigger 


sales than those which remained 
true to the newspaper tradition of 
conveying news. 

Asked if there should not be a 
happy medium between verbatim 
reporting and reports which were 
so condensed that they took 
points out of their proper context, 
Mr. Burnett drew attention to the 
difficulties of newspapers in their 
present size, and said there had 
been a deterioration in the art of 
public speaking. 


Manchester 


Money May Get 
. 
‘Hot’ Again 

' Dr. Mark Abrams, managing 
director of Research Services 
Ltd., told Manchester Publicity 
Association that during 1951, ne 
expected the fewer durable goods 
occasioned by the re-armament 
programme to be coupled with 
an increase of purchasing power 
among the broad section of the 
general public. This would mean 
a return, in a degree, to the con- 
dition which applied for a little 
while in 1946, when a consider- 
able volume of “hot” money was 
chasing a few luxury services and 
products. During 1951 there 
would be a tendency for research 
and those who employed it to 
devote attention primarily to 
forms of advertising other than 
the national Press, but he felt 
sure that Press advertising itself 
would not fall below the 70 per 
cent proportion of publicity 
which it now achieved. 


Fred Harding Is Honoured 


A luncheon to confer honorary 
membership of the Publicity Club 
of London on Mr. Fred Harding 
to mark his 51 years’ in Fleet 
Street, was given by the chairman 
and council of the club at Hyde 
Park Hotel on Friday. 

Mr. W. H. Gollings, chairman, 
spoke of Mr. Harding’s work for 
the club and for the Fellowship 
Circle and, on behalf of past and 
present members, presented him 
with an engraved wristlet watch. 

Many of advertising’s leading 


_J. D. P. Tanner, one of the as- 
sistant secretaries of the Oxford 
University Appointments Com- 
mittee has joined the Advertising 
Club of Oxford to strengthen its 
liaison with the committee. 


personalities spoke in apprecia- 
tion of Mr. Harding's kindliness 
and consideration for others dur- 
ing his many years in Fleet Street. 


Chairman W. H. Gollings pre- 
senting the gold wristlet watch jw 
Fred Harding. 


Portsmouth 


‘Be Cheerful’j1 
Addressing the Publicity Club ~ 
of Portsmouth and Southsea on 
“The First Principles of Advertis- 
ing.” Mr. W. R. Balch, a director 
of W. H. Gollings Ltd., said: 
“Advertising should not be 
restricted to newspapers, posters © 
and other recognised media: but 
should be equally apparent in the 
cleanliness of premises, cheerful 
service, and polite treatment of 
customers.” i 

Mr. Balch condemned much | 
present-day advertising as “too © 
clever.” However brilliant an ~ 
idea may appear in the eyes of | 
the advertiser, careful considera- 
tion must be given to the reaction 
it is likely to receive from the 
consumer. 

Thanks were voiced by Mr. | 
Kinnear, general manager of 
piers, beach and publicity, who 
said he saw that his staff and par- 
ticularly the telephonist maintain 
a cheerful, business-like manner. 


Treland 
Costume Ball 


Nearly 300 people were present 
at the Publicity Costume Ball of 
the Publicity Club of Ireland in 
the Metropole Ballroom, Dublin, 
last week. More than £275 in 
prize money was distributed—all 
in cash as Ireland’s bank clerks 
were on strike. The pay-out was 
made by radio and stage 
comedian Noel! Purcell who, with 
Mr. J. W. Tate (Arks, Ireland, 
Ltd.) and Mrs. E. F. MacSweeney 
(wife of the Club’s chairman), 
was on the judging panel. 
Honorary treasurer, Mr. Albert 
Price was M.C. 

Two days later the Club had a 
record attendance at its monthly 
luncheon meeting in the Metro- 
pole when the actor Michael 
MacLiammoir, spoke on “Films, 
Here and There.” 
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T. McFadden Gets Wembley Job: Norman 


Bamber Leaves Gillette For Walls: New 
Sommerville & Milne Space Buyer 


James T. McFadden has been 
appointed advertising and pub- 
lications manager of Wembley 
Stadium Ltd. Aged 33, Mr. Mc- 
Fadden for the past year had 
been with George Newnes Ltd. 
as sales promotion executive and 
was formerly editor of Marketing 
Policy. He came to Fleet Street 
from Northern Ireland where he 
was Press and public relations 
officer of the Newforge organisa- 
tion. 


Norman Bamber has joined T. 
Wall & Sons Ltd., the ice cream 
firm, as assistant advertising man- 
ager. After war service with the 
Intelligence Corps, he became ex- 
port advertising manager, Gillette 
Industries Ltd. and subsequently 
home advertising controller under 
advertising 


_ manager. 


F. C. L. James, who came to 
Wall’s from Pears three years 


H. F. (Dan) Thielé has had 
a motor accident and is in 
Radcliffe Infirmary, Oxford. 
His injuries are serious, but 
he is expected to recover. 


- ago, becomes media manager and 
_H. F. Chadwick is display man- 
_ ager in charge of the studios and 
' display workshops at Teddington. 


* * * 
Jane Gordon, authoress, fea- 


’ ture writer and expert on fashion, 


cosmetics and beauty, has joined 


Greenly’s Ltd. on merchandising 
aspects and general creative work 


in connection with products ap- 
pealing to women. Miss Gordon 
(Mrs. Charles Graves), is a contri- 
butor to the national Press and 
weekly and monthly journals and 
has had 26 years of active 
nursing. 
. * * 

S. Gilham-Dayton has resigned 
from Aldridge Press Ltd. to start 
his own business, Dayton Press 
Ltd., publishers and advertisement 
representatives. 

* * * 

Recently elected Fellows of 
the Institute of Directors include: 
Hon. W. W. 


Ltd); J. 5 
Jackson, G. P. Jackson, 
Jas. W. Parris (G. Street & 
Co. Ltd); T. Murray-Watson 
(Murray-Watson Ltd.); H. C, 
Longley (H. C. Longley Ltd): 
Sinclair Wood (F. C. Pritchard, 
Wood & Partners Ltd.); H. E. 
Albany Ward (“Award” Adver- 
tising Service Ltd.); and F. V. 


Payn (Charterhouse Engraving 
Co.). 


Mrs. Marguerite Hunt has been 
appointed space buyer to Som- 
merville & Milne Ltd., Glasgow. 

7 * * 

Alfred Dawber of Bolton has 
been appointed a director of the 
old-established publishing house 
of Emmott & Company Ltd., 
Manchester. 

* - * 

A. E. Minton, general manager, 
Whitefriars Press Ltd., has been 
appointed a director of the 
company. 

* * * 

Leila Danbury, who has re- 
cently joined Osborne-Peacock 
Co., Ltd., as P.R.O., is to con- 
tinue her freelancing activities. 

* * * 

Denys J. King, until recently 
Scottish representative for Benn 
Brothers (/ndustria Britanica and 
The Electrician), has taken up a 
new appointment in London with 
Key Publicity, Ealing. 

* + * 

Mrs. Archibald Campbell 
states that she has severed her 
connection with Contact as ad- 
vertisement manager owing to “a 
fundamental disagreement on a 
matter of.-poliey.” 

* | ~ 7” 

Ralph Tatt, formerly adver- 
tising executive with Boosey & 
Hawkes Ltd., music publishers, 
has joined James White (Indus- 
trial Artists) Ltd. 

* - * 

Donald W. Gaffney, advertise- 
ment manager of the 1951 Scope 
Year Book, is joining the adver- 
tisement staff of Reader's Digest. 

* a 

R. C. Liebman has been ap- 
pointed Press representative to 
Donald Wolfit, the actor-manager, 
and for the West End restaurant, 
The Wayfarer. 

* * * 

Victor D. Moore, now with 
Newsagents Booksellers Review 
and formerly editor, Export 
Record, is joining the Radio In- 


Mrs. M. Hunt 


Jane Gordon 
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Over 50 Years With A.P., 
Charles Mander Retires 


After serving with the Amal- 
gamated Press Ltd., for more 
than 50 years, Mr. Charles E. 
Mander, the Company’s adver- 
tisement director, is_relin- 
quishing his appointment as 
from February 28, 1951, owing 
to indifferent health. 

It was less than two years ago 
that he completed half a century 
of service with the company, an 
achievement which brought him 
congratulatory messages from his 
host of friends among advertisers, 
agents, colleagues and staff. 

Having been schooled in secre- 
tarial, editorial and commercial 
departments, his choice of a 
career lighted on the advertising 
side of the business. In 1904, he 
was appointed an outdoor repre- 
sentative, and, in 1921, was made 
manager of a department respon- 
sible for a group of popular 
Periodicals. In 1940 Mr. Mander 
was made advertisement direc- 


tor for all A.P. publications. 
appointment of his succes- 
sor will be announced shortly. 
(See also Mainly Personal 
page 118) 


F. H. Waters 


Becomes 


Managing 


Director 


B. F. Crosfield Stays 
On Daily News Ltd. 
Board 


F. H. Waters 


Mr. Bertram F. Crosfield has 
retired from the position of man- 
aging director, News Chronicle 
and The Star and from the vice- 
chairmanship of both Boards. 

_He is succeeded as managing 
director of both papers by Mr. 
Frank H. Waters, who was ap- 
pointed assistant managing direc- 
tor in May. Mr. Waters was as- 


dustry Council, as assistant secre- 
tary and information officer to the 
British Radio Equipment Manu- 
facturers’ Association. 

* * +” 

R. J. Blundell has joined 
Burke’s Peerage Ltd. as adver- 
tisement manager for The Inter- 
national Year Book 
and Statesmen’s Who's 
Who, the first edition 
of which is now in 
preparation. He was, 
until recently, adver- 
tisement manager for 
Vol. 3 of “Designers in 
Britain,” compiled by the 
Society of Industrial 
Artists. Previously he was 
overseas manager with 
H. V. Gould, where he 
was particularly con- 
cerned in building up the 
Belgian department. 


B. F. Crosfield 


sistant manager of The Times 
from 1945-50. 

Mr. Crosfield, who remains a 
member of the Board of The 
Daily News Ltd., which owns the 
two newspapers, and also one of 
the trustees who control their 
policy, has been associated with 
the Daily News and its successor, 
the News Chronicle, in a mana- 
gerial capacity for 43 years. He 
became managing director of The 
Daily News Ltd. in 1930 and joint 
managing director of the two 
papers in 1937. 

A long-standing member of the 
council of the Newspaper Pro- 
prietors’ Association, he was its 
acting vice-chairman during the 
war. 


W. H. Armitt Retires 


Mr. W. H. Armitt, northern 
director of the News Chronicle, 
has retired after 37 years’ associa- 
tion with the firm. He was a 
journalist for almost 60 years. 

Mr. Bertram F. Crosfield, a 
director of the Daily News Ltd., 
presided at a dinner given in his 
honour on Saturday. Among 
those present were Mr. Frank 
Waters, managing director of the 
News Chronicle and Star, and 
Mr. W. E. Tomlin, advertisement 
director of the News Chronicle. 
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Thumbs Down 


D«: ISION of the Beveridge Committee to reject commercial 


broadcasting will surprise few, though it will disappoint 

some. The disappointed may derive comfort from the fact 
that the Committee, though it has turned down its collective 
thumb, is far from unanimous. One member, in a minority 
report, plumps for a full-blooded commercial system; three 
others, including the chairman, advocate a limited amount of 
commercial advertisement, as distinct from sponsored pro- 
grammes. What proved a thorny problem received the fullest 
consideration. 

A merit of the Report is that, in its references to commercial 
broadcasting, it states, in great detail, the arguments for and 
against. Many, even if they agree with the verdict, will feel that 
the pro-commercials have, logically, the best of the debate. One 
cannot help thinking that the “‘antis” were swayed, not only by 
the many genuine objections to commercials as a feature of 
British broadcasting, but by some prejudice against advertising 
itself. 

For example, it is contended that sponsoring “would put the 
control of broadcasting ultimately into the hands of people whose 
interest is not broadcasting but the selling of some other goods 
or services, or the propagation of particular ideas”. This is a 
highly debatable assertion. Not long ago the Royal Commission 
on the Press was told that because newspapers carry advertising, 
advertising interests exercise undue and undesirable control over 
newspapers. This charge the Commission fqund.to be completely 
unfounded. Why should it be false in the cdse of newspapers and 
valid in that of broadcasting? 

Advertising, it is also argued, would lower the standards both 
of British broadcasting and of the public taste. This is derogatory 
of advertising per se. Only debased advertising can debase 
cultural standards, and it is unjustifiable to assume that com- 
mercials, if permitted, would fail to conform to any standards, 
however high, imposed by the controlling authority. 

Another factor clearly carries much weight. This is the belief 
that public opinion is either apathetic or against commercial 
broadcasting. Here the Committee is on much safer ground. 
There is little evidence that the British public is avid for com- 
mercials, and plenty that many listeners would resent the innova- 
tion. On this ground alone, its decision may well be justified. 

Any attempt prematurely to foist commercial broadcasting on 
an antipathetic public might react unfavourably on the sponsors, 
and also on the advertising business. It would certainly stimulate 
that hostility to advertising so often reflected in Parliamentary 
debates. The Committee’s recommendation, be the reasons for it 
good or bad, is probably the only one Parliament, which will have 
the final word, is in fact at all likely to accept. Thus the Com- 
mittee—or rather the majority of its members—can be said to 
have rationalised the inevitable. 
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To-morrow’s Topics 


AT FIRST SIGHT, the proposed 
objectives for a Press Council 
appear to concern advertising 
little. Closer scrutiny leads to a 
contrary view. The 


OBJECTS second object - 
“to maintain the 
OF PRESS character of the 
COUNCIL British Press in 
accordance with 


the highest professional and com- 
mercial standards” (our italics). 
This would provide a legitimate 
opening for anyone wishing to 
raise questions of advertising. 
Another object is “to promote 
technical and other research.” 
This might mean a very great 
deal. It is timely to recall the 
views expressed by the Royal 
Commission when advocating the 
establishment of a Press Council. 
“The Council might,” the report 
stated, “study the relationship of 
the Press to its public and the 
changing trends of public opinion 
and taste. It might promote 
readership surveys. .. .” 

A Press Council, provided its 
machinery were used construc- 
tively, might in this way obtain 
information of the greatest value 
to advertisers. 

— 


COMPULSORY LABELLING of cloth- 
ing so that purchasers will know 
exactly what material they are 
buying is the aim of a sub-com- 


mittee formed by 
LABELS the Government- 


FOR ALL sponsored Clothing 
Development 
CLOTHING Council. It will be 
remembered _ that 


the Retail Trading-Standards As- 
sociation recently declared war on 
firms advertising and _ selling 
falsely described materials. 

Now it is felt that clear label- 
ling is the only answer to the 
increasing use of mixture fabrics. 

— — = 
Seriousness of the container 
position is underlined by the news 
that Smedleys are having to close 
several factories because of short- 


ages of cans. 
GLASS eo. . WwW. 
Batchelor,  chair- 
MAY BE man of the Fruit 
THE KEY and Vegetable Car- 


riers’ Association, 
estimates that 100 million fewer 
cans will be filled this year than 
last, when 100 million fewer were 
filled than in 1949. Discussing 
the problem, the commodity mar- 
ket editor of the Financial Times 
says that aluminium can only be 
regarded as an alternative to tin- 
plate in certain fields, and will be 
far from abundant. Makers of 


aluminium containers, he thinks, 
may receive favourable treatment, 
but the containers will have to 
g0 to priority users. Over the 
wider field of containers as a 
whole, users now tend to look 
for relief from glass and plastics, 
but the plastics industry is itself 
short of raw materials. 

It is probable, he concludes, 
that glass bottles and jars occupy 
the key position in the container 
economy. Given a relatively small 
degree of priority in coal and 
other supplies, this industry alone 
has the capacity to avert progres- 
sive deterioration of the container 
position. 

_— — 
FACSIMILE newspapers,  trans- 
mitted by radio, have been devel- 
oped experimentally in the U.S., 
and many believe that in years 
to come they will 


STAKING become a common- 
A place in every 

country. The pos- 
CLAIM sibility is taken 


seriously by the 
Newspaper Society, which de- 
voted to the subject a section of 
its evidence to the Broadcasting 
Committee. “There is little 
doubt,” it states, “that before 
many years have passed it will 
be an economic proposition, both 
to the transmitter and recipient, 
to transmit facsimile newspapers.” 
The Society goes on to stake a 
claim by recording its view that 
transmission should not fall 
automatically into the hands of 
the B.B.C., but should be handed 
over under proper safeguards to 
the newspaper interests. 


Sal _ _— 


WHILE, owing to shortages of 
materials and of materials for 
packaging, some industries will be 
compelled to reduce output this 


year, everything 
FARMING 


(except that always 


GHT doubtful factor, the 
THE BRI weather) is set fair 
SPOT 


for agriculture. In- 
creased home pro- 

duction of foodstuffs is as much 
a part of our re-armament pro- 
gramme as bigger output of muni- 
tions, and will continue to be 
encouraged in every way. Farmers 
can look for an assured demand 
at fair prices for all their major 
products, They, their wives and 
families, and all who work on the 
land, will have money to spend. 
There should be a good year 
ahead for the agricultural Press 
and for advertising agencies that 
specialise in the agricultural field. 
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BRISTOL EVENING POST : Silver St., Bristol 1 : 80 Fleet St., London, E.C.4 


DAILY THROUGHOUT 1950 | ENTERED MORE THAN 134,000 WEST-COUNTRY HOMES — LET ME 
TAKE YOUR 1951 MESSAGE INTO THIS PROSPEROUS AREA. Send for Marketing Data to-day. 
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If your 
advertisement in GOOD HOUSEKE 
EPING 


's designed to appeal to the woman whose 
good taste also expresses itself in practical 
home-management, and whose greater means 
permit her to buy those quality products 
that will make the beautiful home a practical 


home as well... she, herself, will have 


all the more confidence in buying for 


knowing that yours and all 
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NE of the most satisfying 

aspects of this fortnightly 

chore is the way it 
brightens up the morning mail. 
The income tax people may be 
writing in their most sanguinary 
ink and frame of mind, the land- 
lord may be raising hell and the 
rent, and the Electricity Board 
may be threatening to shed my 
load forever, but between these 
packets of trouble there will 
surely be sandwiched a_ few 
letters from readers, most of them 
appreciative and all, in one way 
or another, very interesting. 

A special favourite, of course, 
is the man who writes to say how 
much he has always enjoyed this 
column, and how greatly he will 
be gratified by a candid review 
“in my usual trenchant style” of 
the enclosed proofs, which he 
or his employers are just about 
to publish. The enclosed proofs 


' almost invariably show that if 


the man has ever seen this 


column at all he must have been 
’ completely mystified by it, for they 


‘fly in the face of everything I 


have ever believed. One maker 
of tooth-powder is clearly a 
methodical type, for he follows 


up his first letter, after a couple 
‘of weeks or so, with a stinging 


reproof to the editor because | 


have not yet obliged him by 
praising his campaign, 
ca * 1” 

DurRING THE long, lonely 
evenings when their men are 
detained at the office a number 
of readers’ wives write to tell 
me what they think of advertising 
in general or certain advertise- 
ments in particular, and it is 
surprising how often two or more 


Review of 
Advertising 
by 
COPYTASTER 


of them pounce on the selfsame 
advertisement. 

This Cut Golden Bar copy, for 
example, has provoked two 
women to eloquent expressions 
of irony or sarcasm. “This 
should be!a great help to army 
recruitment,” says one, and goes 
on to calculate that by the logic 
of this advertisement one would 
have expected a certain 


MESSENGER 
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Proprietor : H. R. PRATT BOORMAN, M.8.E. 


LONDON : 


80 FLEET ST. 


ARTHUR CLAY CEN. 7500 


Moans From The Morning Mail 


Montgomery, who is notoriously 
a non-smoker, to be stuck forever 
in the sanitary squad. 

Why any woman should bother 
to read this advertisement is a 
puzzler. Perhaps it is just the 
allure of the comic strip tech- 
nique, or perhaps these particular 
women have sons or brothers in 
the army. Anyhow, having read 
the copy they had no shadow of 
doubt about their verdict. 

Just before the war the comic 
strip or continuity advertisement 
was rapidly being debased and 
almost neutered by just such 
extravagances as we have here, 
and—because bad coinage drives 
out good—a good many highly 
respectable and widely respected 
advertisers found themselves 
suggesting in comic strips certain 
things about their products or 
about life in general that they 
would never dream of saying in 
straight advertising. Not for 
one moment could one imagine, 
for example, that Wills 
would seriously claim that 
smoking the same tobacco as 
his sergeant had any effect, onc 
way or the other, on a man’s 
chance of promotion. Yet, if 
they wouldn’t do it in a straight- 
forward advertisement, what 
Possible justification is there for 
doing it here? Would they argue 
that the public—the whole of the 
public—invariably takes these 
Strip pictures with a pinch of 
salt? If so, what evidence can 
they produce? If not, what 
happens to Truth in Advertising? 

Sorry to be so solemn about all 
this, but the strip advertisement 
is, IN certain circumstances, the 
most powerful weapon in our 
armoury. To see it blunted and 
bent by such ill-usage as this 


exasperates me beyond the 
bounds of good humour. 
* * * 


ANOTHER ADVERTISEMENT on 

which the women fell with shrieks 
of derision is this weird full-page 
affair for Warner's Girdles, 
Corselettes, Pantie Girdles and 
Bras. (See page 98.) 
(I was reading the other day 
of a shoe manufacturer who 
tried .to find out what words 
women found most stimulating 
and what they most intensely 
disliked. At the top of the “dis- 
likes” was the word “bra.”) 

One of the women’s chief 
quarrels with this Warner adver- 
tisement was that it appeared in 
Vogue. “How many readers of 
Vogue are of the type to ‘go 
swoony over skillions of styles?’ 
Another complaint is too 
technical for a male: “Why talk 
in the heading about 3-way-sizes, 
while the copy says there are 5 
cun-sizes?” 

The ladies do protest too 
much, methinks. They them- 
selves found the advertisement 
interesting enough to read with 
considerable care, and even if 


: they quarrel with the style of 


ope 
ech sad well blewded, and oe 
ccumemice! (cack pupetul gives « geud tall 


WILLS’ =o 
CUT GOLDEN BAR 


“This copy has provoked two 
women to eloquent expressions of 
irony and sarcasm. Why any 
woman should bother to read this 
advertisement is a puzzle. Per- 
haps it is just the allure of the 
comic strip technique.” 


|“ ONEL %, TWO! ,, THREE! 
~ Sn 


fn J 


The darlings of 
American women 


Reever peereee 


| « fully fashioned + seamless + preshrunle 


“I am reminded vaguely of three 
little girls from school.” (See 
page 98.) 


Give him a WHITE HORSE 


Shee ss re ot fred nt se me gee 

eet poe tnems 

Thee ee Thee Mepnciey oe ee ecg 

ee 

ewe na gets of etonee— tga, 

me eee emt Mees eee ey 
WHITE HORSE 
Scotch Whisky 


ee ae 


“You can see a good deal of 
horse, yet not a line of it y 
been drawn.” (See page 98. 
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daily 


net sale in 


Lowest 


daily inch 
per thousand 
space rate 


Daily Mirror 
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Sanctioned expenditure by Local Authorities on 
projects for the 1951 Festival will cover the 
following items : 
‘ bus shelters 
road signs 
show gardens 
playgrounds 
car-parks 
floodlighting 
street decoration 
building restoration 
new buildings 
industrial exhibitions 
i historical pageants 
; swimming pools 
{ catering 
civic centres 
entertainment 


cesta accent 


PE IEG 


note 


eoroger 


and many more. We can give your clients maximum 
il. selling power for the Festival requirements of 
' EVERY LOCAL AUTHORITY IN GREAT BRITAIN .. . Our 
readers are the officers responsible for ALL the 
expenditure sanctioned... This vast potential is 


only one more aspect of the advertising influence of 


Enquiries to : Advertisement Director, 
The Municipal Journal Ltd., 3/4 Clements Inn, 
Strand, W.C.2 
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the copy I doubt if their opinion 
of the product would be affected. 

But in any case I doubt very 
much whether the first purpose 
of the advertising is to sell these 


tle 


ont pevecte 
Nae ry pent cw 6 5 ped 
(AE aoe eye 


After 


the 

dazzling women of George Il's 

time—all in the service of soap 
selling. 


Castilian senoritas, 


goods to ultimate consumers. 
The same or similar advertise- 
ments have appeared in New 
Yorker, and 1 believe that both 
here and in America they are 
aimed first and foremost et 
retailers. 

The copy gives me no sort of 
pleasure at all, but it has one 
redeeming virtue. In its vulgar 
and meretricious way it is, above 
all else, enthusiastic—an adjective 
that can far too seldom be 
applied. Enthusiasm is infec- 
tious, and if it infects some of 
the corset saleswomen in the big 
stores the copy will have done 


its job with a vengeance. My 
guess is that it has been 
successful. 

~ * 7: 


TALKING OF panties and girdles, 
another correspon- 
dent says that the 
lugubrious jllustra- 
tion of this Gos- 
sard advertisement 
reminds her of a 
photograph she 
once saw of some 
Chinese whose 
heads were just 
about to. be 
chopped off by an 
executioner’s 
sword, Now that 
she mentions it, | 
myself am re- 
minded vaguely cf 
the three little 
maids from school. 
But I doubt if 
many women 
found the picture 
lugubrious. It must 
be a dog’s life try- 
ing to find new 


‘Women fell with 
shrieks of derision” 
on this “weird full- 
page affair.” 


Darling, wed like to ears cre pita ee 


poses for this kind of product. 
+ 


AFTER KNiGHTs’ Castile’s story 
of the beautiful Castilian 
senoritas (or was it duennas?) 
who knew the secret of wonderful 
skins it is confusing but it’s fun 
to find that the dazzling women 
of George II's time also had such 
a secret two hundred years ago: 
they used the very finest soap. 
But it was Smith’s London Pride 
for them. So which should a 
woman hope to resemble; the 
ladies of Cad‘z or the gorgeous 
Georgians? It certainly makes 
shopping for soap a de:perately 
exacting business. If 1 were 2 
woman I'd go to the National 
Portrait Gallery and study some 
of George II's “dazzling beauties” 
—and then probably plump for 
that schoolgirl complexion. 

But seriously, we must recog- 
nise that the copywriters and 
artists who are in the front line 
of the soap and suds war now 
raging are doing splendid work. 
We all know that advertisers 

ecome spectacularly uncertain, 
coy, and hard to please when the 
competition becomes really hot. 
In the circumstances it is almost 
a muracle that such good copy 
and layouts are not only being 
produced but are finding their 
way into print. 

* ae 

IsN’T THIS a fascinating illus- 
tration for White Horse Whisky! 
Look at it for a few seconds and 
you begin to think you can see 
a good deal of the horse, yet not 
a line of it has been drawn. (See 
previous page.) 

I am not quite cure that “rare 
qualities of excellence” means 
anything at all, but how rare it 
is to find any copy except a 
phrase or slogan in whisky 
advertising! Certainly I cannot 
recollect having seen any as long 
as this or as enjoyable to read. 
“Afterglow” is an admirable 
word, 
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Hush! Father is reading the Newspaper 


NA ANY of us remember the childish awe which seized us 
Vit when, running into the drawing room, we were confronted 
dV by an open newspaper with father’s legs sticking out of the 
bottom of it and the smoke of his cigar rising slowly above the top. 

We are speaking of fifty years ago when. newspapers ‘ were 
alarming things, to women and the young at least—huge pages 
packed solid with small type. We thought of them vaguely as 
something no doubt good for one but nasty —like medicine. 

All that, like so much else, is changed. Father is lucky if he 
gets more than a glimpse of his Daily Telegraph at breakfast time. 


(“You can see one at the office.’”’) A newspaper is—or should 


ag HEREC E PE OOOO LE PEPE LE PE al OE DEE ERE ARECACEAE PAE 


be—a daily asset in the home containing something of interest, use \ 
and instruction to everybody in the house. News, pictures and 


advertisements combine to make it so. For each member of the family 
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What a magical phrase it is 


—a universal open Sesame— pene- 


trating into every country<.\¢ in the 


world. No 


broadcasting organisation 

anywhere enjoys a greater reputa- 

tion of trust than the B.B.C. and 

with the introduction of'- this 

Foy journal of the B.B.C. Overseas 
> Service ‘London Calling’, you are 


offered an opportunity of linking 


trusted 


reputation. If you export British goods, 


then ‘London Calling’ is the ideal 
medium for BS your advertising. 


7. 


THE RADIO PEmes 
OF THE WORLD 


Write for specimen copy and advertising rates to: 
HEAD OF ADVERTISEMENT DEPARTMENT, 
B.B.C, PUBLICATIONS, BROADCASTING HOUSE, PORTLAND PLACE, LONDON, W.1 
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How To Get Results From 
Mail Order Ads. 


HERE seems to be a wide- 
spread confusion between 
Mail-Order and Direct Mail; 
many people think they are 
interchangeable terms. 
are quite different. 

Direct Mail is a method of 
advertising—sending advertising 
messages through the post; Mail- 
Order is a method of trading— 
supplying goods by post. Direct 
Mail is used by traders selling 
through shops, as well as by mail- 
order firms. Mail-Order firms 
may use Direct Mail as part of 
their advertising; they may 
equally use Press or other media. 

Indeed, there are very few 
Mail-Order traders selling to wide 
masses of the public who can rely 
solely on Direct Mail for main- 
taining and extending their busi- 
ness. The national Press is 
absolutely vital to them. It 1s 
the one source which they can 
depend on for bringing them new 
customers. The national daily 
and Sunday newspapers often 
prove resultful even when the 
productadvertised can only appeal 
to a tiny fraction of their circula- 
tion. The reason is that the cost 
per 1,000 of the national journals 
is sO economical. With some of 
the mass-circulation newspapers, 
the cost per 1,000 net sales per 
inch single column is as little as 
one penny. For most Mail-Order 
advertisers. the national Press is 
still the “cheapest buy” in selling. 

Here are some figures of results 
from clients of ours: 

Range of Technical Products. 
—Per pound advertising expen- 
diture, Direct Mail three times 
more effective than technical 
Press. But this product appeals 
to a very restricted market. 

Household Product for Rural 
Areas Only.—Almost exactly 
the reverse. National news- 
papers between three and four 
times as effective as a mailing 
to farmers. 

There are no “alibis” in Mail- 
Order. If the sales have gone 
up—or down—when you're sell- 
ing through trade channels, it may 
be due to the advertising, or retail 
co-operation, or the travellers’ 
effectiveness. In Mail-Order, 
there's only one answer; the 
number of inquiries or orders 
from the ad. 

Mail-Order is a hard task- 
master. It strips you of illusions. 
You have put all you know into 
producing an ad.—smart headline, 
appealing picture, hard-hitting 
copy. You believe it’s good. 
Within a week of the ad. appear- 
ing, the public will have told you 
you're right—or wrong. 

Amateur opinions on adver- 
tising are very largely disproved 
by Mail-Order results. The 
amateur thinks plenty of white 
space is dignified and tasteful; 
the Mail-Order man knows it 
costs money. The amateur likes 
to see an artistic picture; the 


Mail-Order man ponders how 
many orders it will bring. The 
amateur favours the rounded 
phrase and picturesque words; the 
Mail-Order man cuts down the 
words as he would in a telegram, 
and for the same reason. 

Maybe you have an ad, that 
is pulling well, but somebody 
thinks it might pull better if the 
illustrations showed a pretty girl 
using the product, instead of just 
an illustration of the product 
alone. 

There are theoretical arguments 
both ways. In Mail-Order, you 
don’t need to theorise. With your 
next insertion, you use the new 


The test of every mail order 
campaign is RESULTS — the 
number of orders or enquiries 
per ad. This was the theme 
of an address given to the 
Regent Advertising Club 
EDWIN J. ORNSTIEN, 
A.LP.A., a director of Max 
Ritson & Partners Ltd. 


illustration; and the answer comes 
to you in more replies, or fewer 
replies, or perhaps no difference 
either way. In Mail-Order, the 
public gives a clear verdict, as it 
rarely can do in general adver- 
tising. 

In America, they carry out this 
testing even more accurately. 
There, you can arrange for a 
newspaper to give you a “split- 
run” test—half the circulation 
carrying the ad. with the pretty 
girl picture, half with the plain- 
Jane illustration. Few journals in 
this country can cope with a split- 
run test; but you can do it with 
insets; and, in Direct Mail, you 
can easily split your mailing list 
in halves for testing purposes. 

Further, this easy testing 
facility can be applied to the 
merits of a whole business pro- 
position, and not merely points of 
advertising detail. Suppose a 
new advertiser, wishing to siart 
a Mail-Order business, comes to 
you for advice. You can tell them 
whether they have a chance of 
success; and if you consider they 
have a chance, you can tell them, 
within narrow limits, how to set 
about it. But only the public can 
tell them whether that chance is 
a certainty. 

It isn’t necessary to launch out 
on a widespread advertising cam- 
paign to find this public reaction. 
Two or three insertions of a Press 
ad., or a few thousand mailing 
pieces, will tell your client 
whether he has a Mail-Order 
proposition—and will tell him 
definitely. The initial expenditure 
at risk may be as little as £100. 

Mail-Order advertising shows 
diminishing returns. The first 
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To get into the Great | 
1951 Special Numbers of 


Illustrated 


Newspapers 


You Must Book NOW! 


Please excuse our forceful admoni- 
tion, but the chart below shows in 
unmistakable fashion the high 
assessment which experienced 
advertisers place upon our Special 
Numbers. In 1951 the problems of 
paper and highly skilled production 
will be helped by the co-operation 
we enjoy with advertisers and 
agents, and in due time these 


Special Numbers will appear to 
win world admiration. Act NOW 
if you would see your advertising 
alongside that of scores of Britain’s 
far-sighted, sure-planning adver- 
tisers. There must be a size-limit 
to each of these Special Numbers 

- each an opportunity for an 
advertising investment that will 
endure. 


PUBLICATION SPECIAL NO. 


ILLUSTRATED LONDON NEWS | FESTIVAL NO. Pi anne 


ILLUSTRATED LONDON NEWS | FESTIVAL NO. STILL OPEN 


| ME MR I CO NLIORE EE RL SES A 


THE SKETCH FESTIVAL NO. 


Apr. II “One page Open| STILL OPEN 


THE SPHERE 


THE TATLER 


| 
| 
FESTIVAL NO. | June 2 | One page Open| STILL OPEN 


BOND STREET NO.| Mar. 7 | ALL SOLD | ALL SOLD 


THE TATLER 


FESTIVAL NO. | May9 | ALL SOLD | STILL OPEN 
CHRISTMAS NUMBERS 
ILLUSTRATED LONDON NEWS| Published approx. | Nov. 15 


ALL SOLD | »Aprechnt.. 


THE SPHERE |” Published approx. | Nov. 15 | ALL SOLD | production limit 


“HOLLY LEAVES’ Published approx. | Nov. 15 ALL SOLD | pdbtrion nin 


THE TATLER Published approx. | Nov. 15 | ALL SOLD — pAbpreeching 


roach 
prtocrion tt 


Halborn 6955 


THE SKETCH 


Published approx. | Nov. I5 ALL SOLD 


Illustrated Newspapers Ltd Commonwealth House New Oxford Street London W.C.1 
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SPEED 


is the watchword to-day 
in Industry. 


Executives have a great 
deal to do in a compara- 
tively short time and yet 
they must be ‘au fait’ 
with all that is going on 
around them. 


Efficiency is based on 
knowledge and a great 
deal of knowledge is 
obtained through their 
respective trade journals. 
It is, therefore, important 
to realise that the trade 
journal that gives the 
news of the Coal and 
allied trades in a ‘nut- 
shell’ is the one that 


this fact is borne out by 
the ever increabing 
appreciations we receive 
from our readers. 


“It follows that all adver- 
“tisements inter-mingled 
“amongst its Editorial are 
“seen. 


COAL & COLLIERY 
NEWS DIGEST 
is the paper 


for full particulars apply to : 
HARPER & CO. 
8 Lloyds Avenue, 
London, E.C.3 
ROYAL 3838 


these Executives read— | 


| 
| 
| several kinds of industrial 
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How To Get Results From Mail Order Ads.—continued 


A 
Complete 


DIRECT 
MAIL 
SERVICE 

| for 

| Advertisers 
| and their 
| 

| 

| 


Agents 


your campaign is directed 
to the general public 


you wish to approach 
selected groups of 
consumers 


you want to contact any 
particular trade group 


you must mail to any or 


concerns 
you need any or all of the 


services connected with 
direct mail at home or 
abroad (Facsimile fetters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD, 


82-84 PECKHAM RYE 
LONDON SEI5 
Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 


insertion brings most response, 
those following bring less. The 
response can only be kept up by 
spacing out the frequency of 
insertions, or by limiting adver- 
tising to peak seasons. 

So, when testing out a new 
Mail-Order proposition, you are 
likely to Bet a full answer, 
straight away, from an insertion 
in two or three media. I admit 
that the extent of repeat orders 
and recommendations cannot be 
gauged so quickly; but it is the 
cost of buying new customers 
which determine whether a new 
business will earn bread-and- 
butter for its owners within an 
economical period. 

Another advantage of Mail- 
Order practice is that it does give 
you some clear and proved princi- 
ples to work on. Into my firm, 
there come figures of replies to 
ads. from thousands of people. 
Their quantity and significance 
vary in detail for every proposi- 
tion, for every medium. They 
vary from year to year—and in 
this respect, Mail-Order results 
provide a very quick and accurate 
measure of the changes in public 
buying power and taste. 

The most important principle 
of all—the one that must govern 
our every action in dealing with 
Mail-Order advertising—is this: 
That the nature of the offer made 
is of immensely greater impor- 
tance than the manner of its 
presentation. The goods, their 
quality, their price, their conve- 
nience—these will decide the 
success or failure of the Mail- 
Order business. 

The art of Mail-Order adver- 
tising — and perhaps of other 
kinds of advertising, too—is not 
to gild the lily, but to show the 


lily in its natural pure whiteness. 

t me give you one imaginary 
example to make this funda- 
mental point clear. Suppose you 
have the luck to be advertising 
nylon stockings at Ss, 11d. per 
pair. Which is the greater head- 
line “LEG LOVELINESS FOR 
ALL”; or “NYLONS, 5s. 11d.”? 

It is essential for the Mail- 
Order man to understand clearly 
what types of product or service 
are likely to sell by mail. All 
other things being equal, the 
public would much rather buy at 
a shop, where they can examine 
the goods and ask a few questions 
before parting with their money. 
So, one has to make very sure 
that there is a definite advantage 
to the housewife in buying by 
post. You must be offering some- 
thing more or better than the 
shops. 

A further basic point you have 
to watch is that the selling price 
should allow sufficient margin for 
Mail-Order selling and handling 
costs. Advertising has to be paid 
for, and needs a much higher 
proportion of the selling price 
than in other types of. trading. 
because it is the sole selling and 
distribution cost. A Mail-Order 
business must be equipped to deai 
promptly with a flood of 
inquiries and orders; must have a 
competent correspondence depart- 
ment to deal with customers’ 
queries; must have accurate 
records so that results can give 
true guidance for the future. 

All this means that there is « 
hard core of cost in Mail-Order 
selling which cannot be avoided. 
In practice, that means you 
cannot sell successfully by mail if 
= unit value of a sale is too 
ow. 


NEW BOOKS REVIEWED 


A Hundred Years 
. . . 
in Printing 
Tillotson, 1850-1950, by Frank Singleton 
(Tillotson and Son Ltd., 12s. 6d.) 
Tillotson and Son Ltd., of 
Bolton, are newspaper  pro- 
prietors, art catalogue printers, 
publishers, process engravers, 
folding-box makers, chromo 
lithographers, and makers of 
fibre board packing cases. 
During the last hundred years 
they have grown from humble 


beginnings into a concern 
employing more than two 
thousand. 


This quietly interesting story 
of how they did it demonstrates 
once again how the provincial 
publishing and printing business, 
more perhaps than any other, has 
its roots deep in the life of the 
people. Inevitably, for the 
general reader, most interest will 
reside in the great names who had 
to do with the now non-existent 


| Tillotsons Newspaper Syndicate 


—with Conan Doyle, modestly 
offering an early short story, or 
Bernard Shaw, exovlaining that 
“by the time the editors come to 
want a man he no longer wants 
them.” 


The author of this beautifully 
produced booklet is the fourth 
editor of the Bolton Evening 
News since it first appeared 83 
years ago!—-M.H 


IN BRIEF 


The Connoisseur Year Book 
(15s.), edited and compiled by H. 
Granville Fell, editor of The 
Connoisseur, has been remodelled 
in form and content to bring it 
into line with the magazine's 
regular issues. Sections on art 
events, auction sales and new 
books are supplemented by beau- 
tifully illustrated descriptions of 
famous country houses open ¢‘o 
the public. 


Surplus or Shortage, by Ronald 
S. Russell (Empire Economic 
Union, 3d.) discusses the present 
availability of most of the staple 
foods, and also timber, metals, 
tea and tobacco; and concludes 
that there is nothing approaching 
a world shortage except in a few, 
which are in short supply largely 
owing to disruption in various 
parts of Asia The author is re- 
search secretary of the E.E.U. 
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| PUBLISHED BI-MONTHLY ; 
Vogue P ‘ 

= Bok 21 

i 5 

brings fashion to the home dressmaker. i 

i So if you sell—raprics { 

: ] 

4 SEWING MATERIALS 4 

HABERDASHERY | j 
PERSONAL PRODUCTS FOR WOMEN ONLY t : 
| | 
‘ Advertise them in Vogue Pattern Book. 


Rates based on 100,000 guaranteed net sale 
Advertisement Rates : 


colour pages £240; black & white pages £150 and pro rata. 


Specimen copy from :— 


> Sea Sx , : oe ‘ es ? m ait 9, Sa oe oe 


THE CONDE NAST PUBLICATIONS LTD 
37, Golden Square, London, Wl, 
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This van is one of a fleet of 60 
; employed by National Solus Sites to 
; keep your posters well and attractively 
- displayed. 
; A map on the scale depicted can only 
© show a few of the most important towns 
» served by National Solus Sites ; in fact, 
there are over 500 towns in England and 
Wales where National Solus Sites ‘ stand 
_ alone,’ carrying your message to the eyes 
of the people. Wherever you advertise, 
National Solus Sites can give your product 


the individual publicity it deserves. 


56/60, STRAND, 


January 18, 1951 


KEEPING THE COUNTRY POSTED 


S.SHIELDS 
NEWCASTLE @ 
& GATESHEAD 
SUNDERLAND 
an ni eTON 
“DARLINGTON @ 
MIDDLESBROUGH 
SCARBOROUGH' 
@yoRK 
BLACKPOOL P eead 
preston @eraprorD = MULL 
ee BLACKBURN 
st 
HES oe eee © HUDDERSFIELD 


@ OLDHAM @ DONCASTER 
@ MANCHESTER & SALFORD 


© SHEFFIELD 
@ CHESTERFIELD 


NORWICH 
GT. VARMOUTH 
DUDLEY @ @ 8/RMINGHAM — 
e NTRY CAMBRIDGE 
— e IPSWICH 
NORTHAMPTON @BEDFORD e 
@CHELTENHAM COLCHESTER, 


WORCESTER @ 
MERTHYR 
* 


@LuToNn 

LOUCESTER 

SWANSEA NEWPORT. a @ OXFORD CHELMSFORD 
CARDIFF AF srisro. @ SWINDON SOUTHEND 


Pl MARGATE 


PORTSMOUTH SRIGHTON 
HASTINGS 
EASTBOURNE 


RINGWOOD » 
~—_ TER BOURNEMOUTH 


RURO®. YMOUTH 


NATIONAL 


‘, 


FE SOLUS 


lp 


SITES LIMITED 


LONDON, W.C.2. Telephone: TRAfalgar 4922-3-4 


Members of the Solus Outdoor Advertising Association, Ltd. 
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OUTDOOR ADVERTISING 


The Industry Is Making Good Progress 
In Improving Its Displays 


Since the war, the outdoor advertising industry has 
made a great effort to do its share in improving the 
amenities of these islands; and, given the necessary scope, 
it is prepared to do much more. 

It is, however, ironical that when the Government, 
through the Control of Advertisement Regulations, set out 
with the same end in view, it has in effect slowed down 
the rate of progress considerably as W. COURTNEY- 
LEWIS, of Mills & Rockleys Ltd., explains in this article. 


HE end of the war found 

the outdoor advertising 

industry six years behind 
not only in the maintenance and 
repair of its sites but also in the 
development of its display. The 
shortages of materials and 
labour were the chief reasons 
for this but, with the end of 
hostilities, demobilisation and 
the easing of certain restrictions, 
these much-needed improve- 
ments were started. 

Until more extensive work 
could be carried out, the first 
stage was to make safe all struc- 
tures and to prevent further 
deterioration. This included the 
replacement of badly worn up- 
rights and stays and the refacing 
with sheet metal of those timber 
surfaces which had become badly 
warped, so that the bills posted 
on them lasted only a few days 
before they became badly torn. 

The introduction of wide panels 
between bills was the main fea- 
ture of this type of reconstruc- 
tion, and this method of repair- 
ing, though not entirely satisfac- 
tory, was the best that materials 
would allow in the early stages. 

The real business of rebuilding 
structures along modern lines had 
not, therefore, progressed very 
far before the Town & Country 
Planning Act, 1947, came into 
force. 

The regulations under this Act 
not only give the planning auth- 
orities the right to challenge sites 
after a specified period of grace 
(which for most sites expires on 
July 31, 1951) but also require 
the express consent of the plan- 
ning authority to be obtained 
before any substantial alterations 
are made to existing structures. 

The Act has, therefore, had the 
unfortunate effect in the majority 
of areas of slowing down the rate 


at which the rebuilding and 
modernisation of sites could be 
done, which is a very curious 
result of legislation primarily de- 
signed to safeguard the amenities. 
It is nevertheless true that this 
has happened on a large scale, 
and it can be better understood 
when it is realised that getting 
consent, which is a necessary first 
step to doing the work, often 
takes eight months. 

With supplies of aluminium 
and reclaimed timber more readily 
available, it was decided that the 
leaving of large panels between 
bills of sometimes as much as 
5 ft. or 7 ft. did not give the im- 
proved look to the site that was 
at first hoped for. These large 
areas of painted metal looked 
very bare and utilitarian and, 
indeed, the hoardings rebuilt in 
this method were not up to the 
standard of those erected just 
before the war. 

So it was decided to use alum- 
inium coil strip to add height to 
the hoarding, so as to have a 
6 in, or 9 in. width of metal be- 
tween a double moulding at the 
top and bottom of the bill. This 
additional height, together with 
the reduction of the panelling ‘o 
3 ft. or 4 ft. between bills, gives 
a far more pleasing appearance, 
especially when two different 
coloured paints are used. 


The Basis 
Of The Work 


This method of rebuilding 
forms the basis of the work my 
company is carrying out at the 
moment; although it is sometimes 
altered slightly by the use of 
curved corners on the outside 
mouldings, either at the top, or 
the bottom, or both. 

We have also concentrated quite 
considerably on the building of 
special and _ three-dimensional 


Our contributor describes some of the steps his firm is taking to ~ 


beautify its sites. 


Here is an example of what another contractor — 


is doing towards the same end. Paddington Advertising Co. have ~ 
adopted a “Festival of Britain” design for their hoardings in prepara- 


Advertisers and town planning authorities are said to approve. 


- 
tion for next year and as part of their modernisation programme. 
¥ 

é 


sites. The three-dimensiona] site, 
although it was known in London 
before the war, was very rarely 
found in the provinces; but with 
the greater demand on the part 
of clients for this type of adver- 
tisement, we have been able to 
pay the higher rent demanded for 
the more valuable central site 
and also spend more money on 
the building of this type of dis- 
play. 

It is impossible to go into the 
method of building each indivi- 
dual or three-dimensional site, in 
the limited space available here, 
as each one has been erected to 
a different design. 

Where it has been physically 
and economically possible, these 
sites have been enhanced by the 
provision of gardens or orna- 
mental forecourts and these have 
been a real help in convincing the 
local planning authority of just 
what we can do. They have also 
helped to improve the locality in 
which they are situated, especially 
where erected on blitzed sites or 
blitzed properties. 

To our way of thinking, the 
use of well planned and well laid- 
out gardens, together with the 


~ 


great improvements in hoarding © 
design, has been the greatest | 
single factor in the cordial rela- 7 
tionship we enjoy with the local © 
planning authority, 

Two points must be borne in” 
mind in the use of gardens. 

First, the cost of laying andl 
maintaining these gardens, how- \ 
ever simple, is quite considerable 
and means an increase in the 
price to be paid for the site. 
Most big advertisers are usually” 
prepared to pay this increased” 
charge for the improved appear-~ 
ance of the site and the added” 
attention which it draws, but the 
advertiser with the small appro- 
priation (e.g. a local shopkeeper) 
would not find it so easy to meet 
the increased cost. 

Secondly, unless the contractor 
owns the land upon which te 
proposes to lay out a garden, or 
is at least very sure of a long 
lease, he would be risking a con- 
siderable amount of money 
should he have to relinquish the 
site before he has recovered his 
expenditure. 

With regard to the maintenance 


(Continued on page 114) 


Britains Bi 
Outdoor Adve ising 
Contractors A 


TEMPLE BAR 2468 © 112, HIGH HOLBORN, W.C.1 « Se ineied biliaeiat G. L. McLELLAN 
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GO BY BUS- fi wu: mm 


Advertising Department 


to the Provincial § ce 
Markets | con tani 


1,300,000,000 passengers 
a year. Maps showing the 
coverage and routes of the 
individual companies are 
available on request. 


BIRMINGHAM AND MIDLAND MorToR 

Omnisus Co. Ltp. (‘MIDLAND RED’) 

East MIDLAND Motor SERvIcEs, 
Lrp. 


GATESHEAD AND District OMNIBUS 
Co. 


Hesste Motor Services, Ltp. 
NORTHERN GENERAL TRANSPORT Co. 
Ltp. 


NortH Western Roap Car Co. Lrp. 
Potteries Motor TRACTION Co. Ltp. 


Rippte Motor Services, Ltp. 
Sourn Waxes Transport Co. Ltn. 
SUNDERLAND ae ict Omnrsus Co. 

TD. 


Trent Motor Traction Co. Lrp. 


TYNEMOUTH AND 
Transport Co. Lip. 


Tynesips TRAMWAYS 
Tramroaps Co. 


WESTERN Weish OmNtBus Co. Lt, 


THE B.E.T. FEDERATION LTD. )} (eemmne=atetan 


88, KINGSWAY, LONDON, W.C.2 TELEPHONE: HOLBORN 7888 ¥ Transport Co. Lip. 
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OUTDOOR ADVERTISING 


Why Yardleys 
Went In For 
Special Displays 


OR years we at Yardleys 
Prisieses billposting in its 

general sense in our adver- 
tising programme. We used 
general cover, with 48-sheets 
and 16-sheets on hoardings. 
We even employed our own 
inspectors. 

In those days, we had a strong 
desire to use 48-sheet posters 
only, with a preference for solus 
positions, but the outdoor indus- 
try told us that this would never 
do, that we could not hope to 
achieve coverage (magic words) 
by being so choosey, and that 
most contractors would refuse 
such a contract. 

And then we discontinued bill- 
posting. Not because we had no 
faith or belief in the medium but 
because we felt that it was not 
right for Yardley. We sell per- 
fumes, cosmetics, creams, face 
powders — intimate, luxurious 
necessities whose ultimate destin- 
ation is a lady's dressing-table or 
her handbag. 


Quality And 

Prestige 

We believe that our advertising 
should be in accord with that 
very quality and prestige we aim 
to create with the things we sell. 
Now, it is only because we find 
it possible to do outdoor adver- 
tising as we are doing it that we 
are using the medium at all. 

Yet it can be said, “Billposting 
helped to build you.” So it did, 
but its success became an em- 
barrassment. We realised that 
through it, and through the 
general theme of our publicity, 
we were in danger of becoming a 


one-product house — Yardley 
Lavender. Yet lavender is only 
one of many Yardley products. 
And there was a definite “olde 
English” atmosphere about our 
advertising in those days, and 
you know in the world of fashion 
anything dubbed old-fashioned is 
damned. 

Those lovely pictures by some 
very eminent artists, with the 
three lavender sellers as the 
dominant feature (with or with- 
out their dog) had a good run. I 
am very proud of them, and of 
the fact that one of them was 
judged, by public vote, the finest 
poster during the 1924 Conven- 
tion at Olympia; but they had 
had their day. Though we were 
reluctant to drop them, because 
they were so well known and 
well loved, drop them we did, 
and with them all that “olde 
English” flavour. Our change of 
policy has since proved itself in 
the present 48-sheet, which is be- 
coming equally well known. 

The three Lavender Sellers are 
still there but they are in a 
modern setting. The Doris Zin- 
keisen picture is very clever as 
well as being beautiful, but even 
so, it is a picture. Technically 
speaking, I suppose it does not 
exist as a poster, but as a quality 
reminder it is highly successful 
and is doing its job extremely 
well. 

A picture requires a frame. If 
you acquire an Academy picture 
you take care to find a good 
frame for it, and then you are 
very content to live with it for 
the rest of your life. That, 
fundamentally, is the principle 
we are trying to apply to our 
outdoor publicity. We are fram- 


Yardleys’ solus displays have 


become an accepted 
British scene. Always attractively 
designed, they achieve the com- 
pany’s object of suggesting the 


fi 


this 
address which 


ragrance 

almost smell the lavender) and 
exclusiveness of the cosmetics 
they advertise. y 
Yardleys came to specialise in 

type of display is told in this report of an 

m. C. Thiele, Yardley adver- 

tising manager, recently delivered to the South 

of England Poster Advertising Association. 


part of the 


(sometimes one can 


How and wh 


“Advertisements that will be recognised for their dignity and quality 
by women.” 


ing the picture, and it is design 
which is paramount in import- 
ance. The procedure is simple. 
When a site is offered or found, 
photographs of it are required— 
from left, right and centre, and 
from the site itself, showing its 
outlook. 

| A trained designer, and maybe 
an architect, with the photo- 
graphs in front of them, get to 
work. From roughs they pro- 
duce sketches, then make a model 
which may include the immediate 
surroundings, because merely to 
frame the picture is not enough. 
The frame must fit into its sur- 
roundings simply but effectively. 
It must be a complement to the 
amenities and a shield against 
the critics. 

When we embarked on the 
type of scheme we are building 
now (and it is not so long ago) 
we were told, perhaps not in so 
many words, that we were crazy; 
but I had an idea and | felt it 
was good, and so | persevered. 

The scheme is by no means 
complete. It may never be com- 
plete. We might even say we 
are only now beginning to see 
the general picture; but I believe 
more than ever that the idea was 
right. If 1 am asked what is 
our aim in using special panels, 
I can only answer, and I suppose 
it is an obvious answer, that it is 
that we should establish in im- 
portant centres advertisements 
for Yardley that will be recog- 
nised for their dignity and quality 
by women who, helped by these 
constant reminders of quality, 
will attain to a confidence in the 
house which issues them. Sales 
and progress spring, so far as we 
are concerned, from such confi- 
dence. 

-Nobody has to tell me that 
this is not high pressure “sales- 
manship,” but I know it is doing 
just that job of work, and more, 
— it was planned it should 


It would be quite foolish to 
suggest that all outdoor publicity 
should be treated in this way: 
apart from anything else there 
wouldn't be enough sites to go 


round. And what seems right for 
Yardley may not be right for 
others. What I do suggest is 
that the importance of design is 
not sufficiently appreciated. 

1 was in a contfactor's office 7 
the other day, and was shown a>. 
design for a new hoarding. > 
There was no evidence that the 7 
location had had any influence = 
on its design. As a matter of § 
fact, the manager of the office J 
admitted proudly that “I always 7 
knock out these designs myselé."@ 

Now, if we want to know 
something about coverage we 
come to you, the contractors or : 
the agents. If we have a pain in 
the tummy we go to a doctor. 
When it is a question of design 
there are specialists we can go 
to. They are trained in design: 
they can apply their knowledge 
to the design of a door-knob or 
a building, and can equally well 
apply that knowledge to a hoard- 
ing. 

I believe it is possible to 
design a hoarding which will 
marry withits surroundings, just 
as it is possible to design a solus# 
display. A general design may = 
be standard, but a designer could 
and would make provision for 
modifications required when .he 
location is considered. 


Solus Display— 

Newer Dignity 

Figures give us a measure of 
proof as to whether our present 
policy pays, and I might say 
comment, especially comment 
from our sales department, is an 
encouragement to continue with 
it. The solus display has indeed 
arrived—not to supersede the 
general showing, but to play a 
big part in complementing it—to 
lift it to a newer dignity. 

There is, I know, an argument 
that if a display is built accord- 
ing to specifications, it is often 
likely to be costly; what if the 
advertisers cancel? Surely the 
answer is that there will never be 
a lack of advertisers willing to 
occupy — indeed, anxious to 


(Continued on page 114) 
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Why, clowns of course. And what brought them here? Why, posters of course. The whole entertainment world 
knows the PULLING power of posters. From the mighty Barnum downwards, entertainers have kept the turn- 
stiles clicking and the box offices busy by means of the medium which some otherwise informed advertising 


men have been misled into mis-labelling “For Reminder Only— unsuitable for Hard Selling.” Whether 


your sales problem is a long-term or a short-term one, POSTERS can cover both aspects of your advertising strategy. 


As a first step . . . We should like to discuss with you locations and allocations. In the Mills & Rockleys 
Region, you will find that a new and distinguished type of poster presentation has replaced the old cheek-by-jowl 


jostling of “‘ the hoardings.” Moreover, you will have the choice 


of several compact areas in which you can test, for a small sum, 
The MILLS & ROCKLEYS REGION 


Bristol 
Cambridge 
Cheltenham 
Coventry 
Derby 
Doncaster 


MILLS & ROCKLEYS Mm 


the merits of different designs and the truth of our assertions. 


Mansfield 
: ‘ Northampton 
Planned Poster Advertising ‘i Nottingham 


Oxford 
Peterborough 
orquay 
Taunton 
Worcester 


DID YOU KNOW? 


You can reach nearly 2,000,000 families through 

poster advertising in the Mills & Rockleys Region, 

which stretches from Ipswich to Evesham, from 
Pontefract to Paignton, 


MILLS & ROCKLEYS LTD - 21 QUEENS ROAD - COVENTRY 
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OUTDOOR ADVERTISING 


\) 


NTON (Mrs. Antonia 
Yeoman) has done a series 
of cartoons for W. H. Smith & 
Son to follow the Ronald Searle 
“He forgot to stop at Smith's” 
cards and the “He remembered 
to stop at Smith’s” series by Rix. 
The new slogan is “She remem- 
bered not to forget.” 

All the drawings in this cam- 
paign have been very popular, 
and one of them even brought 
10s. 6d. donation to St. Dunstan's 
from a member of the public to 


mark his appreciation of the 
pleasure the cartoons had given 
him. 

* ~ * 


AS has been pointed out by 
a reader in our correspon- 
dence columns, great interest has 
been created by the new Tetley’s 
Ales poster. 

Recapturing the spirit of the 
old days “when beer was really 
beer,” this 32-sheet poster in 
nine-colour chromo-litho is a 
reproduction of an old sporting 
print, illustrating the last steeple- 
chase run at the Hippodrome 
Race Course in Kensington. 

Mather and Crowther Ltd., 
who produced the poster, believe 
that the message is simple enough 
to register with a casual fasser- 
by, but the charm and detail of 


rvive of the Natious Health 


TRAIN TO BE 
A NURSE 


the picture invites—and repays— 
more careful examination. 
* * * 


HE current recruiting cam- 

paign for nurses which is 
being run jointly by the Ministries 
of Labour and Health has as its 
spearhead this Clixby Watson 
poster, printed by G. C. M. 
Printing Service Ltd. 

The C.O.1. studios and G. S. 
Royds Ltd., advertising agents 
for the campaign, co-operated in 
the production of the poster, 


TTRACTIVE seven - colour 
poster for Dulcet sweets was 
designed by James White 
(Industrial Artists) Ltd. It is now 


“Surely the 32- 
sheet Tetley’s 
‘Hunt’ design is 
worth a place in 
your Poster Gal- 
lery?” wrote Mr. 
F. Harrison, mana- 
ger of Accrington 
and District Bill- 
posting Co., in a 
letter to the Editor. 
The answer, Mr. 
Harrison, is “Yes” 
—and here is the 
picture you asked 
for. 


appearing on London Under- 
ground stations. 
7 * * 


HESE Festival of Britain 
posters are for use overseas. 

A total of 22,500 was ordered 
for the map design, and a first 
run of 15,000 for the nine-colour 
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EES TAMad 06 
BRITAIN. 


poster (left), which has a dark 
blue, rich texture background. 
The white lozenge is for over- 
printing by travel agents, etc. 


The posters were printed by 
Sanders Phillips & Co. Ltd., and 
prepared by London Pres¢ 
Exchange Ltd. 


This Poster Set. The 
Town Talking 


photograph of a poster 
which set the town of 
Plymouth talking, ‘and which 
brought a welcome shaft of 
humour into workaday life. 
The poster was erected by the 
Abbey Garage, Plymouth, one of 
the many West Country establish- 
ments controlled by W. Mumford 
Ltd. It was decided to illustrate 
the poster with tulips as sym- 
bolising the spirit of summer and 
the out-of-doors scene generally. 
But it was not realised what the 
consequences of this decision 
were going to be. 
Only a short time after the 
poster had been put up, a waggish 
competitor of the Abbey Garage 


Rotersent ED below is a 


telephoned to report that the 
tulips were covered in greenflyy 

The garage rose to the occas 
sion, dressed one of their staff ag 
a gardener, and dispatched hint 
post haste to the site with @ 
bucket of D.D.T. and a syringes 

He solemnly began to spray 
the “tulips,” and kept up the 
performance for some days after# 
wards, visiting the site cack 
morning to perform the half-hou 
ritual, 

His antics were followed with 
amusement by passing motorist 
and very soon all the townslolll 
knew. Abbey Garage’s quicks 
thinking and enterprise extracte 
much extra—and valuable—pube 
—_ from this cheeky little leg- 
pull. 
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G. A. Shankland Ltd 


GRAFTON WORKS, GRAFTON RD., N.W.5 


: THE SYMBOL OF FINE QUALITY 


%, 


GULLIVER 5595-6 


SILK SCREEN PRINTING AND DISPLAY 


USERS OF 
POSTERS 


are in good company—the company of 
some of the most successful firms in the 
country. The Principals of these firms 
would not spend money on any form of 
advertising that was not profitable. We 
should be happy to show anyone how 
posters could be used effectively and* 
economically. 


eldons ltd 


Established 1840 
SHELDON HOUSE, QUEEN STREET, LEEDS |! 
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COMMENTARY 


A victory for outdoor advertising in Yorkshire—Married 


100 religious posters—A sign for Cinderella. 


| men make the best billposters—Dollar shortage threatens 


HE standing sub-committee 

Tor the Brighouse (Y orkshire) 
Parliamentary, Reconstruction 
and Town Planning Committee 
is a fair-minded body. 

Attacked at a council meeting 
for having granted permission for 
the erection of a hoarding on 
waste land in the town, the sub- 
committee, through its spokes- 
man, Councillor E. A. Leach, 
refused to change its mind— 
because it believed its decision 
was just. 

Said Councillor Leach: There 
were several other hoardings close 
to the site in question. The 
County Planning Officer had 
agreed with the sub-committee’s 
ruling. The Town Council had 
delegated full powers in such 
matters to the planning com- 
mittee, and permission had been 
granted for the next three years. 
Finally, he and his colleagues 
could see no grounds on which 
to refuse the application. 

The leader of the attackers, 
Councillor Oxberry, was un- 
appeased. Public opinion, he 
said, had been aroused against 
the new hoarding. Already “one 
letter in protest” had appeared in 
the local paper. 

He hoped that when the 
matter came up for review in 
three years’ time permission 
would be refused. 

7 * * 


“ ARRIED men wanted to 
learn billposting” reads an 
advertisement noticed by the 
“Miscellany” columnist of the 
Manchester Guardian. 

When “Miscellany” asked why 
married men were preferred, the 
Manchester contractor explained 
that since the war single men 
had tended to be birds of passage, 
whereas married men had respon- 
sibilities and were more likely 
to stick to their job. And 
continuity of service is essential 
in the trade. 

As the columnist wrote, “there 
is a lot more in billposting than 
the mere gazer at hoardings 
would think,” 


* * * 


EVERAL references have 

already been made in this 
journal to the good work done 
by Mr. F. W. Howard Cook, 
director of Star Solus Sites, in 
making available the Canadian 
“Come to Church” and other 
religious posters to the trade in 
this country. 


| posters would be impounded, in 


Now Mr. Cook is in difficulty. 
His application for an import 
licence to import the first 200 
posters was refused because 
payment would have to be made 
in dollars. He was told that the 


the Liverpool Customs shed 
where they lay, and destroyed. 

Backed by Lord Mackintosh, 
who, among many other things, 
is president of the World Council 
for Sunday Schools, Mr. Cook 
got a reprieve while efforts were 
made to rake up the necessary 
$800. . 


With characteristic generosity, 
the Canadian Poster Advertising 
Association gave half the 
amount, so that 100 of the posters 
are available to go up—free— 
on temporarily vacant sites all 
over the country. 

And the other 100? Mr. Cook 
hopes that the Board of Trade, 
its heart softened by _ the 
C.P.A.A.’s example, will release 
the remaining $400. 


* * * 


HE Prince of Wales theatre, 

London, has not used electric 
signs since before the war, so 
that RKO Radio Pictures Ltd. 
and the Strand Electrical and 
Engineering Co. took on a big 
job last month when they erected 
the sign for the Walt Disney 
film “Cinderella.” 

Thirty men worked day and 
night, sometimes in a snowstorm, 
for 14 days to install the 2,000 ft. 
of glass tubing and the mechan- 
ism of the “clock” which formed 
part of the design. 

For 24 hours before the 
premiere of the film, the entire 
drawing office and glass shop 
staff of the Strand Electric stood 
by to ensure that any broken 
pieces of glass tubing could be 
replaced in time. 

In addition to this over-canopy 
sign, a lot of work (by Art 
Display Service Ltd.) had to ve 
put into transforming the Prince 
of Wales front under-canopy. 
The front was cased in by a 
glitter background carrying 
specially drawn panels. 


* * * 


RQUAY’S “Queen of the 

English Riviera” poster, 
illustrated in ADVERTISER'S 
WEEKLY of November 16 (p. 83), 
was designed and produced for 
the Publicity Department of 
Torquay by Wiley Displays Ltd., 
Bradford. 


The Regulations 
Explained 

January issue of the National 
Chamber of Trade Journal con- 
tains as its main feature an 
article entitled “Advertising and 
the Law.” based on counsel's 
opinion (for C. C. Wakefield & 
Co.. Ltd.) on the effect of the 
T. & C. P. Act on outdoor adver- 
tising. 
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A name can remain just a 
name for years, but let it 
appear on the advertising 
Posters and it quickly becomes 
a household word. 


The power of the Poster rests 
in its attractiveness — quite 
often it provides the only 
cheerful splash of colour in a 
dull street; in its persistence 


—day after day it reminds the | 


ADVERTISER’S WEEKLY 


..+ To borrow a famous 
Outdoor Advertiser’s slogan 
for a moment... 
“POSTERS ARE 
GOOD FOR YOU” 


HOUSEHOLD 
NAMES ARE 


MADE BY POSTER 
__ = AOVERTISING... 


passing multitudes to buy; in 
the dominating position it 
occupies — nobody can fail to 
see it; and in its simplicity — 
a Poster’s message can be 
taken in at a glance and cannot 
be resisted, even by those who 
“never read advertisements.” 


To make your product a 
household word, advertise it 
on the Posters. 


|/THE POSTER PULLS-YOW CANT GET AWAY FROM IT/\ 


ISSUED BY THE BRITISH POSTER ADVERTISING ASSOCIATION AND LONDON POSTER ADVERTISING ASSOCIATION 
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S beffields 


LIMITED 


PUBLICITY HOUSE. CORNWALL STREET. BIRMINGHAM. 


te PT TG SALUT A 


“OUT OF SITE - 


Ny 


TER & PROFIT! 
MANCHESTER BILLPOSTING CO.L™? 


29 BOOTLE STREET + DEANSGATE - MANCHESTER: 2 


MULTI-UNIT DISPLAY MAKERS 
HALF-TONE SPECIALISTS 


ree LTD 


=) THE 
LONDON 
FIRM 


yo @ 


OF SILK SCREEN PRINTERS | 


MOUNT WORKS + 96 UPPER CLAPTON ROAD « LONDONE.S 
: AMHERST 2311.2 
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THIS SIGN 


JANUARY 18, 1951 


ELIMINATES 


CONTINUOUS TUBE 


type of electric sign, in- 
corporating _ individual, 
interchangeable letters, was 
demonstrated to the Press in 
London last week. Like the 


A REVOLUTIONARY 


; neon sign, its principle of opera- 


tion is the electrical excitation 
of gases, but for the first time 
the necessity for enclosing these 
gases in a continuous glass,tube 
has been eliminated. 

Neogram, as the sign is called, 
is the first of its kind in the world, 
and is a British invention. 

The standard Neogram consists 
of a shallow metal display case 
18 in. x 24 in., enclosing a ferro- 
magnetic plate. Individual letters 
and characters with small spring- 
loaded magnets attached are fixed 
in any position on the plate. 

The hinged front of the case is 
a splinter-proof laminated glass 
panel which, when opened, dis- 
connects the electric supply by 
means of an automatic safety 
switch, and when closed protects 
the letters and characters and 
suppresses radio interference. A 
flashing device can be incorpor- 
ated. 

Smaller or larger sizes, water- 
proofed if necessary, can be 
made as required. 

Neogram letters and characters 
have been designed by David 
Kindersley, the sculptor and 
lettering artist, on the recom- 
mendation of the Council of In- 
dustrial Design. They are 
mounted on rectangular plastic 
bases, which also house the mag- 
nets. Two standard sizes of 
letters, numerals, etc., will be 
available at first—14 in. and 2} 
in. high respectively—and a range 
of colours will be offered, start- 
ing with an unusual shade of 


orange. This colour, said to be 
the one to which the eye is most 
sensitive, has been developed in 
order to make Neogram equally 
effective in daylight and artificial 
light. 

The standard display case is to 
be marketed at £20, and the 
letters will cost 7s. 6d. or 8s. 6d. 
each, according to size. The pur- 
chaser can build up his “type 
fount” by buying additional 
letters when required. The letters 
and characters can, of course, be 
used over and over again. 


Simple To 
Make Up Displays 

The method of making up a 
display is simple. The selected 
letters, characters, numerals, etc., 
are merely placed in the desired 
position on the back plate and 
the front panel is closed. After 
a few seconds’ “warm-up,” the 
display lights up. 

The unit can either be used on 
its own, or incorporated (for in- 
Stance, by insertion in a cut-out) 
in a larger display. 

Standard models are suitable 
for 200/250 volts, 50/100 cycle 
A.C. supply, but special models 
for different voltages and fre- 
quencies—including D.C. and 
battery operation—will be avail- 
able. Power consumption is under 
100 watts for a 50-letter message. 

The device should be particu- 
larly useful in advertisements the 
text of which has to be changed 
fairly often. Its applications to 
outdoor and display advertising 
would seem to be very varied; it 
is even suitable for use as a 
streamer or end panel on a bus, 
though for large displays of this 


(Continued on page 114) 
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| He buys much more than 


| just mining equipment . . 


Colliery officials buy everything which makes a 
business go ! 


You can’t run one of the country’s largest industries 
without needing a multitude of things which are only 
incidentally concerned with mining. 

So that if you wish to sell any form of materials, 
equipment or service, the colliery official is a certain 
buyer — for vehicles, for filing cabinets, or theodo- 


lites, electric lamps or canteen crockery, or what 
you will! 


And for news about all these things he turns to 
“ The Colliery Guardian ”’— for 90 years each of 


its weekly issues has been seen and studied by 
everyone in the industry; advertising in its 


ENING hr mee ara te ee ee aM / ee a 


Re ae ed 


Specimen copy and rates on application to :— 


THE COLLIERY GUARDIAN COMPANY LIMITED 
30-31 FURNIVAL STREET - HOLBORN - LONDON - E.C.4 


Publishers also of :— GUIDE TO THE COALFIELDS - WATER AND WATER ENGINEERING - WATER ENGINEER’S HANDBOOK 
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¢ 
The Official organ of the Royal College of Midwives 


Midwives 
Chronicle 


23a MOTCOMB STREET, S.W.1 


Telephone : SLOane 1784 


TEXTILE MANUFACTURER 


deals with every phase of the textile 


industry. A first quality publication that 


must be on your advertising schedule 


when you sell to the textile manufacturers. 


€mmoTT @ CO LTO. 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * Wi 


31 KING STREET WEST. 


MANCHESTER 3 


4 ~ 
Seeing the Sites? 


WEVE MANY 
“BEAUTIES” 
in 


LANCASHIRE 


THE IDEAL POSTER cowry 


Ls 


walt ADVERTISING 
ASSOCIATION 


| OUTDOOR ADVERTISING 


THE INDUSTRY IS MAKING GOOD PROGRESS 
"IN IMPROVING ITS DISPLAYS 


| 
| 
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(Continued from page 105) 


of these gardens, this is rather 4 
matter for each individual town, 
but we have been extremely 
lucky in obtaining the services of 
a very good ornamental gardener, 
who has not only laid out our 
various gardens but undertaken 
the maintenance of them at a 
reasonable fee. 

We have one hoarding, 120 ft. 


long, which stands at the top of 


| gardener’s 


At 
suggestion we 


a 6 ft. grass bank. our 


pur- 


| chased, for about £15, some 3,000 


| daffodil 


bulbs, which were 
planted along the length of this 
bank. Once in, these plants re- 
quire no further attention, and 
the splash of colour they create 
in the Spring has made a great 
impression on the people living 
in the vicinity. The company 
has had quite a fan-mail compli- 


| menting it on its contribution to 


| may find of value. 


the cheerfulness of the neigh- 
bourhood. 

There is one tip here that other 
contractors who have gardens 
That is, ‘o 
insist that whoever is carrying 


| out the work of maintaining these 


| fantastic. 


sites should have erected per- 
manently in the garden a small 
board bearing his own or the 
company’s name. Thus, if the 
sites are badly maintained, the 
discredit for it in the public eye 


| falls upon the gardener, which 


any man with pride in his work 
would certainly not allow. 


Beware Of 
The Vandal 


Apart from the high cost of 
these gardens there is another 
enemy to be guarded against— 
the vandal. Some small children, 
and others not so small, delight 
in scribbling on posters and up- 
rooting the flowers to take home 
to mother. 

The fencing of sites is not, by 
any means, the simple job :t 
would at first appear, as any form 
of fencing used must be strong 
enough to do the job and also 
have a sufficiently large mesh co 


as not to obscure the view of the 
advertisements. 

After trying many types cf 
fencing, the majority of which 
ended up as swings for the 
children, we were lucky enough 
to obtain a supply of extremely 
Strong and efficient “bar and 
rod” fencing. Neatly erected and 
painted, this provides both the 
protection required for the 
hoarding and a neat finish to the 
site as a whole. 

I hope I have been able in this 
short space to show how a group 
of one of the largest outdoor ad- 
vertising companies has tackled 
this problem of the development 
of their display. In the last four 
years we have achieved much 
and, given the time and opportu- 
nity, we will improve even 
further. Research and experi- 
ments are being carried on all the 
time and there is no doubt that 
further improvements will be 
forthcoming in the near future. 


THIS SIGN ELIMINATES 
CONTINUOUS TUBE 


{Continued from page 112) 


type an auxiliary battery would 
be necessary. 

The London County Council 
have approved Neogram for use 
in exhibitions and places of pub- 
lic entertainment, and it will be 
seen both in the Dome of Dis- 
covery and the Battersea Park 
amusement gardens of the Festi- 
val of Britain. There will also 
be an exhibit at the British Indus- 
tries Fair. Deliveries will start in 
March. 

Neogram is the invention of 
Dr. G. Priechenfried, of Neo- 
gram Ltd. 


That posters—“because of their 
generally light colours” — and 
signs help street lighting was an 
opinion expressed at the recent 
Public Works and Municipal 
Services Congress in London. 


WHY YARDLEYS WENT IN FOR SPECIAL DISPLAYS 


(Continued from page 107) 


occupy—a site of such import- 
ance, over which such care has 
been taken. 

I will not deny that high rates 
are alarming, sometimes they are 
There comes a time 


| when the cost outweighs the im- 
| portance and value of the adver- 


tisement. An advertising appro- 
priation is not a bottomless 
barrel. I said once in print, a 
good many years ago, that the 


billposting business should be 
careful lest they “killed the 
goose which laid the golden egg.” 
The increases in special position 
rates may even yet kill that 
goose. 

But I can say this. So long 
as Yardley are able to continue 
their use of the outdoor medium 
of advertising, we shall do all we 
possibly can to assist that indus- 
try in furthering its prestige and 
combating its critics. 
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Back to custard pie! 


YE-STOPPING is all very well, but don’t bung 

the customer’s eyes right up or he won't see the 

goods for the custard. It’s only our opinion, of course, 

but in this connection we fancy some people have 

been over-doing the “Day-Glo” business. Just a 
little bit! 

“ Day-Glo” is so vivid, so eye-catching that it creates 
its own problems of design. Skill and experience are also 
needed in production, or your “* Day-Glo” may rub off 
or fade quicker than it should. As a matter of fact, most 
advertising people in this country first heard about 
“Day-Glo” from us quite some time ago. And we've 
been experimenting ever since. 


So there will be no design or technical problems to fret 
you, if you let us handle your “ Day-Glo” work. It will 
not be garish or vulgar, nor will it forget to sell the goods, 
if it is handled in accordance with the techniques we have 
developed. 

No trouble about long runs, we have done more than 
20,000 of one showcard. And for posters we have 
developed our own methods of protection from pasting and 
washing down. Finally, our turnover je:e: q_ 
in “* Day-Glo” work is really very large 
indeed. Which suggests that our prices 
must be right! Anyhow, youcan check that 
easily enough by ringing EUSton 5351! 


Leon Goodman Displays LIMITED 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W.1 


* EUSTON 5351 
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ARIETY is the spice of 

V life. Bread is the staff of 

life. Mix, with a modi- 
cum of discretion—and thus we 
have that engaging diversity 
which characterises local adver- 
tisements for bread. 

A typical selection is repro- 
duced below. When bread 
tastes much of a muchness, in 
these days of rigid control, it is 
gratifying to find that a similar 


gy reel in bed 


‘WEEKDAY ye up and shout cooking breakfast, 
Aad whatever che 


A family mey disagree sbout lows of things, but 
* Topsy". 


” fae fer devel 


ALES 


OVEN-FRESH BREAD 


oo TATE ENTOA pReteorre, 
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THE BAKERS TAKE THE BUN 


Other traders, thinks WILTON EVAN, might 
well copy the bakers, whose advertisements have 


fou 


“a —- difference of approach.” 
@ teaser ad. in a Rugby paper which was 


But he 


so “different” as to be irritating 


monotony has not invaded the 
advertising columns, 

Such crusty distinctions as do 
exist are emphasised in lively and 
attractive manner, though 
students of anatomy, glimpsing 
the advertisements here repro- 
duced, will consider that one of 
the vendors is serving on his 
knees, or, maybe, rejoices in the 
name of Shorty. 

Leicester is famous for its 
stockings, but the Topsy adver- 
tisement (reproduced from the 
Loughborough Echo) and others 
noticed in the I/lustrated Leicester 
Chronicle seem to indicate that 
to that city also goes the palm for 
bright bakers. They are favoured 
by advertisements which have 
none of the lumpiness which 
sometimes makes bakery ads. 
look rather stodgy. 

Other trades a do well to 
copy, for it cannot be denied 
that the bakers are way out 
ahead, with a refreshing differ- 
ence in their approach not noticed 
among, should we say, radio 
dealers, Who -have much more 
diversity on which to dilate. 

* * * 

VERY household in Peter- 

borough has received a 
specially produced souvenir his- 
tory of the Peterborough Citizen 
and Advertiser. Arrangements 
were also made for the widest 
possible distribution of the sou- 
venir, which is entitled Your 
Newspaper, in the five counties 
area in which the Citizen and 
Advertiser circulates. 

The souvenir was produced to 
commemorate the establishment 
of the group in new commodious 
Broadway offices, after 76 years 
at Cumbergate. 

Newsprint restrictions made it 
impossible for the publishers *o 
produce the history as part of the 
regular newspaper. The difficulty 
was overcome when Albert E. 
Reed & Co., supplied sufficient 
special quality paper for a separ- 
ate issue. 

The 16-page souvenir was 
printed in two colours and pre- 
sented a record of the growth of 
the newspapers since the estab- 
lishment of the Peterborough 
Advertiser in 1854. 

The frontispiece was devoted 
to an article, “Your Newspaper 
and Freedom,” by *Mr. R. P. 
Winfrey, managing director of 
the Citizen and Advertiser. 

He declared: “There have been 
instances of pressure by politi- 
cians and officials to ‘muzzle’ 


the Citizen and Advertiser. Such 
action has been, and always will 
be treated with the contempt it 
deserves. When the British Press 
becomes the pawn of politicians 
and bureaucrats, freedom in our 
country vanishes. 

“This special publication tells 
the life story of one of Britain's 
leading provincial newspapers. It 
shows that from small beginnings 
it has become an institution which 
is a vital factor in the lives of its 
readers.” 

* * * 
OW far is it advisable to 
mystify readers? 

In a 4 in. d.c. display in the 
Rugby Advertiser appears this 
poser, in an impressive sea of 
white : 

We Beg To Differ 


TMDUATASCBOLRI 
Solution on Page 7. 
Despite irritation at so palp- 
able a “catch,” the writer for one, 
turned to p. 7, to find that the 
chaotic, spelt correctly, was 
multi-broadcast. 
A lm 6 


announcement 


January 18, 1951 


Group’s Splash, a lively 24-page 
effort liberally pictured, and 
brightly written. 

The current issue features two 
success stories—of one man, Mr. 
Fred G, Felce, a director of two 
group companies, who has just 
completed 50 years in printing. 

It was on December 3, 1900, 
that Fred, fresh from school, 
walked into the office of the 
Rushden Echo and took up the 
proud position of printer’s devil. 
All setting was by hand. In 1926 
he was promoted manager; and 
three years later, when the paper 
was purchased by the Northamp- 
tonshire Printing & Publishing 
Co., owners of the Rushden 
Argus, he was made manager of 
the sew combined paper. 

During the war he became 
manager of the Northampton- 
shire Printing & Publishing Co. 
He then became a director of this 
company, and of the Lincoln- 
shire Free Press, Spalding, where 
he manages the printing section. 

In civic affairs Mr. Felce has 
had an unusual career. In 1914 
he was mace-bearer for the 
ancient borough of Higham 
Ferrers; in 1947 he was its 697th 
Mayor. 

Though he has had such a long 
career in printing, Mr. Felce has 
no difficulty in remembering his 
biggest job. In 1901, when fire 
threatened to engulf the whole 


More than 90,000 people have visited the exhibitions of their photo- 
graphers’ pictures staged by newspapers in the East Midlands Allied 


Press Group in the past year. 


Each display includes an exhibition 


of newspaper production. 


served to enlighten readers and 
tell them where inquiries should 
be addressed. 
* * * 
EW newspapers run so am- 
bitious a house magazine as 
the East Midland Allied Press 


of Rushden High Street, the 
brigade being handicapped by 
shortage of water, he helped pro- 


duce 14 editions of the old Echo, 
all hand set. 

With a bluff, hearty manner, 
Mr. Felce is one of those stal- 
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REGIONAL WEEKLIES 


warts to whom the printing and 
newspaper industries are so 
greatly indebted. 

* * = 


NTELLIGENT placing can 

make an advertisement serve 
a dual purpose, so far as weekly 
Papers are concerned. 

Louis Newmark Ltd., Croydon 
watchmakers, started a campaign 
for a wristlet watch with a half 
page in the Daily Express and 
followed up with a half page in 
each of their local papers, the 
Croydon Times and the Croydon 
Advertiser. 

These latter advertisements had 
the two-fold effect of letting 
Croydon know something more 
about a local firm, from the 
prestige and sales viewpoint, and 
also of stimulating recruitment of 
labour. 

The campaign is now continu- 
ing in the nationals, Sundays, 
and Radio Times, but the local 


fj | his Pe 
i Signifies Quality 


line may be followed again later 
in the year. Agents are Everetts’ 
Advertising Ltd. 

* * * 


RADUALLY becoming more 

conspicuous are the efforts 
of various trade organisations to 
advance the interests of their 
members through advertising in 
local weeklies. 

The National Federation of 
Master Painters, for one, did well 
under this attractive head, in the 
Doncaster Chronicle. 
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Below this are listed members 
of the federation’s Doncaster and 
District branch, in alphabetical 
order. 


Advertising Analysis 


by LONDON REP. 


EGULAR readers will 

notice that these notes 
appear in revised form this 
month. The change is merely 
one of presentation. The pur- 
pose is exactly as before, namely, 
to give a topical resumé of 
national advertising appearing 
in the weeklies. 


New advertisers, campaigns 
Seagers, before Christmas; 
Claynedale cider, South Eastern 
weeklies; Petbow generating 
plant; Kolynos denture powder; 
Lloyd's Adrenaline cream; 
Angiers Supavite; Elliman’s 
cream; Sloans; Mars Christmas 
Box; Yard-O-Led pencil, new in 
many papers before Christmas; 
Batchelors chicken noodle soup, 
new 8 in. d.c.s in London and 
S.E.; Symingtons soups, new 
8 in. d.c.s just started in London 
and S.E.; Westwood Ho! spec- 
tacle frames, in West Country; 
Waverley Book Co., “Modern 
Farming,” selected farming areas; 
George Newnes, Chambers’s 
Encyclopaedia, Greater London; 
Vitacup; Sobell TV and radio, 
Midlands; Philips TV, Midlands; 
Dr. Barnardo’s Homes, charity 
appeal before Christmas; 
Fibrodral cream, S.E. and some 
other areas; Radiol Chemicals; 
Ryvita, 8 in. d.c.s, selected areas; 
Atora beef suet; Dirty Paws hand 
cleanser; Squeak mouse killer, 
S.E.; S.R. Toothpaste, 8 in. d.c.s, 
Eastern counties; Craven “A”, 
West country; Bovril Tonic Wine; 
Christy's emulsion, a few areas; 
Eucryl tooth powder, 2 in. cam- 
paign recently started; Corsets 
Silhouette. in a Yorkshire weekly; 
Moorland Tablets, 3 in. d.c.s here 
and there; Kelvin Hughes Fisher- 


man’s Echo Sounder, 
coastal area. 


Publishers’ adv 

News of the World, 4 in. 
reader style in big list before 
Christmas; Star, Veronica Pap- 
worth feature; Sunday Dispatch, 
12 in. by 4 col. and other spaces 
to announce the “Passionate 

” story; Sunday Chronicle, 

in. by 4 col. (and others) 
announcing Ivor Novello’s life 
story; Evening News, Paul 
Temple picture strip. 
Renewal cam 

Rizla cigarette papers, 8 in. 
d.c.s; Oldham batteries, West 
country; Sanatogen tonic wine, 
up and down the country; 
Crawford’s cream crackers; 
Raphael’s almanac, 4 in. s.c., 
numerous papers; Gamages, in 
Home Counties weeklies prior to 
Christmas; Bird’s Eye frosted 
foods, 8 in. d.cs; Dr. Collis 
Browne’s Chlorodyne; Stones’ 
ginger wine; North British tyres; 
Bile Beans, back after a short 
absence; Lobelline, back in 
several areas; Kay's for coughs, 
seasonal advertiser; Maclean 
stomach tablets, 3 in. singles; 
Sofono fire, in many weeklies; 
Lucozade, also in many weeklies, 
4 in. and 8 in. d.c.s; Handy sauce, 
6 in. d.c.s; Bendix Home washer, 
before Christmas; Nutrex bread, 
4 in. d.c.; Sarsons’ vinegar; Good 
Listening, local branches sup- 
Ported in local 
polishes, back in selected areas. 
“Extras” 


Western 


Timothy Whites & Taylors, | 
current strong weekly campaign | 
augmented in December by half | 


page in at least one weekly; 
Currys, this consistent weekly 
user also had half pages in 
several papers. 
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WELLINGTON JOURNAL 


& 


SHREWSBURY NEWS 
NET SALES 53,466 WEEKLY (A.B.C.) 


Lor.don Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (Centra! 2626) 


Wargest Met Sale in Kank 
KENTISH TIMES | 


SERIES OF EIGHT LOCALISED_EDITIONS.|} NET SALE NOW_EXCEEDS 


83,000 


COPIES WEEKLY 
Advertisement Flat Rate 23/- per s.c. inch 


TIMES BUILDINGS, SIDCUP 


London Office: 329 High Holborn W.C.1 


Tel. :"Foots Cray 3077 (3]lines) 
Tel.: Holborn 2730 


also at Bromiley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


Press; Ronuk | 


HIGHEST EVER! | 
| 


Essex County | 
Standard | 
Series 


ESSEX COUNTY STANDARD 
COLCHESTER GAZETTE 
BRAINTREE & WITHAM TIMES 


40,644 


November A.B.C. proves it 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 


Intensively cover the populous and 
South-West 
Prosperous yh 


NET SALES 


42,778 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone : HOUnsiow 0016-78 


Chmetas tan aA HOL ¥i! 


Covers the whote of 


CANNOCR 
Advertiso. 


WEEKLY NET SALE OVER 1900086) 


HEAD OFFICE CANNOCK STAFFS TEL:2225) | 
LONDON. 80. FLEET STREET TEL.CEN7500 | | 
BROCHURE OW REQUEST 


SILK SCREEN ARTS L 


97 SHIRLEY ROAD. CROYOON 
ADDISCOMBE 31476 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
} EXPRESS ¢ 
DELIVERY 
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Mainly 


Personal— 


By CONTACT 


AT THE END of February, 
when Charles Mander retires 
from the advertisement direc- 
torship of the Amalgamated 
Press, he will terminate one of 
the most distinguished contem- 
porary careers in Fleet Street. 

It was Harold Harmsworth 
(later first Lord Rothermere) who 
engaged him in 1899 and, after 
a while, gave him a three months’ 
trial at selling space. Young 
Mander found advertising far 
too much to his taste ever to give 
it up; indeed, the only time he 
was ever away from it was when 
he was afloat with the R.N.V.R. 
during the first world war. Nearly 
two years ago, as guest of honour 

t a Dorchester luncheon, he re- 
ceived presentations to mark his 
completion of fifty years with 
A.P. 

No one has been in a better 
position to observe the profound 
changes that have taken place ‘n 
periodical journalism during the 
past half-century—notably in the 
quality and volume of advertising, 
and the huge advance in the 
status of periodicals for women. 
In one great change for the better 
he himself has played a leading 
role: A.P. were among the first 
to investigate the character and 
standing of advertisers and to vet 
advertisements for the public 
good. He has also been a pioneer 
in giving the fullest possible as- 
sistance to advertisers and agents. 

Mander derives an incidental 
uniqueness, I imagine, from the 
fact that his son, Stuart, is adver- 
tisement director of Newnes; for 
it must surely be out of the 
ordinary, to say the least, for 4 
father and son to occupy the 
same leading position in two great 
periodical publishing houses at 
the s ame time. 

Here’s wishing him many years 
in which to enjoy a well earned 


rest. 
. + * 

J. E. DAVIES, manager of the 
newly formed technical informa- 
tion and publicity division of 
Marconi International Marine 
Communication, is an ama eur 
photographer of no mean order 
A notable performer with both 
16 mm. and still pictures, he was 
the first to receive the award of 
the Institute of Amateur Cinema- 
tographers for the best sound 
film of the year; and among his 
treasured possessions is a film 


he made from the television 
screen of the Coronation pro- 
cession in 1937. 

He is particularly interested in 
colour work, and took what he 
believes to be the only colour 
film of Edward VIII presenting 
the colours in Hyde Park. 

As one who loves the sea from 
the shore and who, on a choppy 
Channel crossing, feels that when 
you have seen one wave you have 
seen the lot, I doff my hat to a 
marine communications publicity 
wallah who has spent years at 
sea as a radio officer. At least 
he should know what he is talk- 
ing about. 

* * 

A GOOD MANY people in 
newspapers and advertising will 
have received a folder-card from 
Willing’s Press Service bearing, as 
frontispiece, a back-view sketch 
of a man under the super-scrip- 
tion “Wally’s Back.” The Wally 
in question is, of course, Wally 
Shearman, now back at Willing’s 
as space buyer. He succeeds 
A. G. Roberts who, I learn, is 
still carrying on work at home on 
Willing’s Press Guide. 

This is Wally’s second spell 
with Willing’s; he first went there 
as space buyer in 1933. But his 
business life began back in 1921 
when he joined Pepsodent, stay- 
ing with them for nearly seven 
years, more than four being in 
the advertising department. Sub- 
sequently jhe was with Lord and 
Thomas for five years, for most 
of which he was assistant space 
buyer to Bill Hibbitt. Then came 
Willings. with whom he stayed 
as space 
buyer till 
Se ptember 
1939. Dur- 
ing the war 
he was a 
“copper,” Le. 
in the Police 
War Re- 
serve. For 
the past 54 
years he has 
been space 
buyer with 
Mather & 
Crowther. 

This is a 
pretty exten- 
sive career. But Wally does not 
look his 43 years. 

. * * 
F. C. DENCH, who has suc- 
ceeded W. Lang in the general 


W. G, Shearman 
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advertisement managership of the 
Express group in Scotland, is now, 
from his Albion Street head- 
quarters, getting used to his new 
surroundings. 

All his business life has, so far, 
been spent in the South where, 
after training in the agency side 
of the business, he joined the 
Evening Standard in 1926, work- 
ing on the motor features, which 
he subsequently controlled. In 
1932, he became assistant man- 
ager of the classified and features 
section. R.A.F. service during the 
war took him to North Africa 
and Italy and he returned with 
the rank of squadron-leader— 
and an attractive French wife. 

Following demobilisation in 
1945, Dench became display ad- 
vertisement representative with 
the Evening Standard and since 
1948 has 
been engaged 
on — similar 
work witn 
the Daily 
Express. 

Not a 
complete 
stranger to 
Scotland — 
he was 
stationed for 
a year at 
Arbroath 


W. Lang 
new duties 
pleasing. His only grouse has 
been the arduous task of finding 
a house for himself and wife and 
their bi-lingual two-years-old 
daughter. ; 

His predecessor is taking things 
easy at his home in Croftfoot, 
Glasgow, gardening being his 
main recreation. 

Lang joined the Express Group 
in Scotland in 1931. He became 
classified advertisement manager 
in 1933 and, in 1936, assumed the 
position of general advertisement 
manager, controlling the com- 
pany’s three Scottish publications 
—Scottish Daily Express, Scot- 
tish Sunday Express, and Evening 
Citizen. 

Of reticent nature, he has 
taken little active part in official 
affairs; he is, however, a member 
of the Glasgow City Business and 
Rotary Clubs and, during the past 
year, has served as chairman of 
the advertisement managers’ com- 
mittee of the Scottish Daily 
Newspaper Society. 

* - * 
WHEN “Monty” Hollingshead 
joined Odhams half a century 
ago it- was a very small affair 
compared with the huge concern, 
with 7,500 personnel, that it is 
to-day. Monty, who gave up the 
works managership last Friday. 


A.C. Duncan, chairman, Odhams 

Press Ltd. (right) congratulates 

M. Hollingshead at the Dor- 
chester luncheon. 


was only 13 when he went io 
Floral Street in 1900—two years 
after the amalgamation, s 
Odhams Ltd., of the business of 
William Odhams, founder of the 
firm, and that of his two sons, 
Odhams Bros. Ltd. He still re- 
calls the days when he used to 
take shorthand dictation from 
J. S. Elias (later Lord South- 
wood). 

He moved to Long Acre when 
the company established itself 
there in 1906; and on the incor- 
poration of Odhams Press Ltd. 
(in which Odhams Ltd. was 
merged) in 1920, he was ap- 
pointed branch manager of 25 
Floral Street. Four years later 
he returned to Long Acre as 
assistant works manager, becom- 
ing works manager in 1940. 

More than 250 members of the 
staff, with the chairman and 
directors and 36 representatives 
of union chapels, honoured 
Monty at a cocktail party at the 
Connaught Rooms on Wednesday 
of last week; and the following 
day a presentation was made to 
him at a luncheon given by the 
directors of Odhams at the 
Dorchester. 

Succeeding him isC. E. S. Wood. 
who joined Odhams in 1916 and 
has been general manager of 
Odhams at Watford since 1945. 


WEEKS WISECRACK 


“You may be of Russian 

extraction, old man, but 

you'll really have to stop 
es ‘No’ to ents 


WASS PRITCHARD & CO.,LTD. 


we FENCHURCH ST, LONDON —s 
ROYAL 7141 
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Agencies Should Be Treated As 


Machines, Says Lumsden 


“Agencies tend to overlook that they are machines and not 
principals, and unless you are very firm with them they are 


f inclined to tell you your business.” This charge was made by 

. Mr. Quentin Lumsden, public ____ RSS Se 

a relations officer, British Iron LEAST USED 

3 and Steel Federation at an MEDIUM 

Institute of Public Relations A ars ¢ 

h2 ew feo k A brief survey of cinema pub- | 

E meeting last week. licity, yesterday and to-day, was 

“It is only natural that they ! given to the Manchester branch 

' should,” he continued. They of the Incorporated Advertising 

know the mechanics to perfection Managers’ Association recently 

’ and their profound knowledge of by Mr. W. J. Collins, sales man- 
one side makes them a little short- ager, Theatre Publicity Ltd. 

a tempered with the difficulties of Stressing the value of this 

& the principal.” . “least used form of publicity,” 

§ To get results from advertising. wr. Collins said that 60 per cent 

Di Mr. Lumsden said, continuity of of the population over the age 
policy and of the people em- of five, comprising 27} million 
ployed to carry out the campaign people, went to the cinema, and 
is essential. Policy for the steel! could be reached through the 
campaign had been fixed in 1944 medium of cinema publicity. In 


when the Federation’s public 
relations committee was formed. 
and they had adhered to it ever 
since. Throughout, the advertis- 
ing agents, exhibition designers, 
film producers, etc., had been 
used as  “machines—vehicles 
which we use to put our message 
across.” 

Speaking of his co-operation 
with the advertising agency, Mr. 
Lumsden said: “We use only 
very few people. And the agency 
concerns itself only with adver- 
tisements. All other phases of 
the campaign are carried out by 
specialists in those fields.” Con- 
tact was confined to himself and 
one other Federation official on 
the one side and the director ‘n 
charge of the account with nis 
assistant on the other. Later one 
copywriter and the artist respon- 
sible for layout on steel ads. 
were called in and all four agency 
men “educated” about the ins 
and outs of the steel industry. 

(As Mr. Lumsden doubtless 
knows, an agency is a principal 
in the legal sense, as a party to 
its contracts with the media with 
which it places advertising.— 
Editor.) 


Comforts Cupboard 

A store cupboard of foods, 
beverages and other goods which 
can be made up for dispatch to 
ill or convalescent beneficiaries is 
to be started by N.A.B.S. A steel 
cupboard has been presented by 
Sankey Sheldon Ltd., and in is 
hoped that firms will send in food- 
stuffs to stock it. 


If you wish to approach poultry owners of 


Manchester and Salford alone. 
he continued, 75 cinemas showed 
advertisement films as a regular 
part of their programme. 


Stage Publicity For 
Whitbreads 
Co-operating with stage pro- 
ducers, Whitbread’s have gained 
good publicity. They helped in 
the making of a “Welcome Inn” 
for the pantomime “Babies in the 
Wood” at Kettering, Rochdale. 
and Accrington. The Whitbread 

house mark was incorporated. 
Casks were lent for “Dick 
Whittington” at the People’s 
Palace, London, and at two other 
London pantomimes Mrs. Sinbad 
appears as a bottle of Whit- 
bread’s pale ale. A sketch called 
“The Magic Kettle.” leaving 
London for a _ provincial tour, 
produces their pale ale on request. 
Whitbread’s beer, supplied for 
London revue “Take It From 
Us,” is prominently displayed. 


Why Rates Are Up 

Mr. Claude Wallis, chairman 
and managing director, Associ- 
ated Iliffe Press Ltd., will address 
the Lancashire Section of the 
Incorporated Society of British 
Advertisers at a luncheon at 
Manchester, next Thursday, on 
“The Reason for Increased Ad- 
vertising Rates.” 

Mr. C. B. Wrey, chairman of 
1S.B.A.. and Mr. Alan Whit- 
worth, director, will attend. 


every description — use 


THE BEST MEDIUM FOR REACHING THE ENTIRE INDUSTRY 
Published Weekly 


MAKE A NOTE OF IT NOW! 


2 BREAMS BUILDINGS, E.C.4. 


*Phone : HOLborn 5708 | 
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Nartionat Aovertisine Benevorent Society 


WORLD FILM PREMIERE 


ODEON THEATRE, LEICESTER SQUARE 


(By kind permission of J. Arthur Rank Organisation) 


15th MARCH I951 


Terence Rattigan’s 


“STHE BROWNING 
VERSION” 


Directed by Anthony Asquith 


The Director of Advertising, 
_ Limited, Northcliffe House, E.C.4. (Central 6000) 
| ALL PROCEEDS FROM FILM PREMIERE AND FROM SOUVENIR PROGRAMMES 


A Souvenir programme is to be published 


Space can be booked on application to 


ARE TO BE GIVEN TO N.AB.S. 
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Associated Newspapers 


‘ 104 HIGH ST., CROYDON * 


di 7 
“for Greater London &Surrey Campaigns” 


Croydon 


Times 


SERIES 


PRINTING 


AT ITS BEST 


Tel. Croydon 3434 


We specialise in the quality production of 
Price Lists, Catalogues, Brochures, Advertising 
Leaflets, High-class Colour Half-tone Work, etc. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT Keith Fraser, director and 
general manager, Tailor & Cutter 
Ltd., is chairman of the 1951 ap- 
peal on behalf of the Tailors and 
Outfitters Assistants’ Mutual 
Association. 

* * 


THAT Alfred Bastien, of Bastien 
Brothers Ltd., typographers, 
author or editor of several pub- 
lications on typography, has con- 
tributed an article on “The Inven- 
tion of Printing to Everybody's. 


THAT the latest product im- 

provement of Lever Bros. in the 

US. is Lux Flakes’ “Colour 

Freshener™ designed to maintain 

colours in their original, shades. 
* * 


THAT the wife of Richard Wil- 
son, Midlands representative of 
The Engineer, has presented him 
with a baby daughter. Mrs. 
Wilson, prior to the war, was with 
the advertising department of the 
New Zeshnt eens. 


THAT Conservative members of 
the Transport and General 
Workers Union are objecting to 
an advertisement for the Daily 
Herald which appears on their 
1951 membership cards. 


THAT Michael Italianer, studio 
manager, Auger & Turner Ltd., 
has been commissioned to do a 
number of wash illustrations for 
Woman. 
* + * 

THAT newspapers in Greece 
have been cut to four pages to 
reduce nowepeaas none amen 


THAT double the usual number 

of members attended the last 

LLP.A. discussion group meeting. 
* *. * 


THAT an Auster plane trailing 
an advertising banner crashed on 
Monday after taking off from 
Deshem Seem Cm, Suds. 


THAT according to a New York 
survey, five leading advertisers in 
the U.S. spent more than £927 
million on publicity between 
1936 and 1949. 
ca * . 
THAT the winter number of 
Progress, house magazine of 
Lever Brothers & Unilever Ltd., 
includes an article on “Artists in 
Advertising” by John 
Acknowledgment is made to co- 
operation in its preparation by 
Percy V. Bradshaw and G. C. 


H 
EVENING NEWS 


PORTSMOUTH 


AND THE 


HAMPSHIRE 
TELEGRAPH & POST 


This is an invitation to get in touch 


with our 


London Representatives 


Mr. K. B. A. Easthope and Mr. R. R. Beaver 


LONDON OFFICE: 85 FLEET ST., E.C.4 


Telephone: CENtral 2845 


Members of the Audit Bureau of Circulations since 1932 


—— a. 
i 


I AN AR NR PR A 


“Cooling off’ during a visit to the Folies Bergére at the London 
Hippodrome are (left to right) Dennis and Anthony Holt of John 
Swain & Son Ltd., photo-engravers, and Derek Walton and Harold 
Lawrence, junior directors of Rolfe, Maltby & Walton Ltd., designers 

and display specialists. 


THAT the Evening News car- 
toonist Lee took a display works 
for his “London Laughs” theme 
last Friday with a legend reading: 
“Get busy boys. Ministry of 
Fuel order . . . cover up all 
luminous paint posters. They're 
ruining London's dim-out!” 

* * * 
THAT a suggested photographic 
competition to give Bournemouth 
more publicity has been turned 
down by the town’s publicity 
committee, 

* * ~ 
THAT one of the hardest hit by 
the lighting ban is a Doncaster 
store whose £2,000 neon sign— 
said to be the largest in the north 
—started operating only three 
weeks ago. 

* . 
THAT “professional poster 
gazers” to attract the attention of 
other passers by has been sug- 
gested by a writer in the Surrey 
Comet. 

* * + 
THAT an illustrated folder of 
Welsh attractions and an hotel 
and restaurant list for Wales is to 
be published by the Welsh 
Tourist and Holidays Board. 

~ * * 
THAT Leon Goodman spoke 
to students at the J. Arthur Rank 
managers’ training school, Gau- 
mont Cinema, Finchley, last week 
on “Exhibition and Display in 
the Cinema.” 

* * * 
THAT transport recruiting 
posters ripped off Manchester 
Corporation buses by crews who 
complained that they did not give 
a true picture of earnings are to 
be replaced by identical posters 
taken out of stock. 

” * * 

THAT a letter posted in London 
on Monday midday was received 
in San Francisco by Brian Griffin. 

now working with an agency 
there, on Wednesday morning. 

2 * * 
THAT A. H. Vernon, designer 
and freelance typographer, gave 
a talk illustrated by slides to the 
British Typographers Guild at 
the Monotype Corporation yes- 
terday (Wednesday) on “The 
Printing Craft: its golden age, 
decline, and restoration,” 


. . J 
‘Daily Mail’ Again 
Stage Big Swim 

Commemorating Festival of 
Britain year, the Daily Mail is 
offering £7,000 in money and 
other prizes for the second cross- 
Channel swimming race which 
they are now organising. 

Last year’s race was an out- 
standing success. Press cuttings 
exceeded 32,000 s.c. in. 

Entrants will be kept to 20 
competitors drawn from the finest 
long-distance swimmers in the 
world. Special organisation will 
ensure maximum possible com- 
munications and coverage facili- 
ties. Folkestone open air pool 
will again be training H.Q. 


ADVERTISING 
DIARY 


January 19. 

LEICESTER Pusuicrry Cis. F. S. 
Hoppé on “The Government as an 
Advertiser.” 

Pusiiciry CLUB OF NEWCASTLE 


REGENT ADVERTISING CLUB 
educational class. A. Johnson on 


“Direct 
Ww 24. 
INCORPORATED ADVERTISING MANA- 
GERS’ ASSOCIATION. 
usewife thinks of 
Waldorf, 6.30 


Britis eeecr Matt ADVERT- 
“Challenge 


ALDWYcH CLUB luncheon meet- 
ing. William Courtenay on “Cam- 
Paigning in Korea.” 

BraprorD PUBLICITY ASSOcIA- 
TION annual mecting. 

MANCHESTER PUBLICITY Asso- 

junior section. Annual 
Kemsicy House, Man- 
p.m. 

INCORPORATED SOCIETY OF ae 
ADVERTISERS luncheon, Engi 
Club, Manchester Claude | Walls, 
Associated [Iliffe “The 
Reason for Increased © Advertising 


a’es.” 
. January 31. 
ADVERTISING CLUB OF OXFORD. 
P. S. M. Auld on “Humour in 
Advertising,” Agricola, 6.30 p.m. 
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CURRENT ADVERTISING 


Carters Of Coleford Brand Fruit Squash, Appoint 
Dorland To Handle Ads.: New Agents For Smarties, 


Carefree: C.F.H. Get B.B.C. Publications Account | 


H. W. Carter & Co. Ltd. 
— of Coleford) who have 
marketing a range of 
fruit squashes without brand 
identification, have now named it 
“Quosh.” An extensive adver- 
tising campaign to introduce the 
new name is to be launched in 
time for the Ideal Home Exhi- 
bition and will run throughout 
the summer in national media. 
Dorland Advertising Ltd. have 
been appointed to handle the 
account. 


ACCOUNTS MOVING 


To J. Walter Thompson Co. 
Ltd.: Smarties and Carefree, pro- 
ducts of Rowntree & Co. Ltd., 
from January 1. The agency 
already handles a number of 
Rowntree products including Kit- 
Kat, Aero chocolate and cocoa. 


To Charles F. Higham Ltd.: 
Publicity for 1951 for B.B.C. Pub- 
lications. Magazines to be adver- 
tised are Radio Times, The 
Listener, London Calling, and 
The Arabic Listener. 

To Stuart Advertising 
Ltd.: Gieves Ltd., tailoring and 
hosiery establishments of Old 
Bond Street. 

To Phillips Advertising Ltd.: 
Poles Ltd., Birmingham, manu- 
facturers of telescopic _ steel 
masts. 

To S. C. Peacock Ltd., Liver- 
pool: Liverpool City Caterers, 
from February 1. 

To Auger & Turner Ltd.: Nu- 
Silver Products Ltd. 


NEW ACCOUNTS 


To Gordon & Gotch Adver- 
tising Ltd.: Biometica  Litd., 
makers of Bu-to cream depila- 
tory. Press campaign in trade 
journals and nationals is planned 
after new packs and display 
material have been produced. 
Direct mail shots to retailers are 
shortly going out. 

To Fredk. Aldridge Ltd.: Dane 
& Co. Campaign for Day-Glo is 
to run in trade journals,—John 
Carter Ltd., worsted manufac- 
turers (export journals) and its 
associated company, Imextrade 
(London) Ltd., textile exporters 
(export journals). 

To Holman Advertising Ltd.: 
George Lunt, Sons & Co. Ltd., 
Birkenhead bakers and confec- 
tioners. Plans for advertising in 
selected provincials are under 
discussion. 

To Bayard Publicity Ltd., 
Manchester: The Carrier Engin- 
eering Co. Ltd, (Pneumafil Divi- 
sion). Two-colour pages in 
textile journals. 

To Doig Advertising Service, 
Newcastle - upon - Tyne: White's 
Marine Engineering Co. Ltd., 
patent oil-burning installations,— 
Decel Engineers Ltd. Full and 
half pages in engineering and 
overseas journals. 


NEW_CAMPAIGNS 


For Smith’s Cremolia skin 
cream and toilet soap, products of 
Boots (and available through 
their shops only), a three-months’ 
concentrated campaign featuring 
a special offer of one bar of soap 
(normally costing 7d.) and one jar 
of cream (usual price 2s.) for 

3d. Media will include 
national dailies, London evenings, 
selected Sundays, Radio Times, 
women’s weekly magazines and 
tube cards on the London Under- 


ground. Agents: Everetts Adver- 
tising 


For Ribena blackcurrant juice, 
product of Carters of Coleford, 
considerably increased appropria- 
tion with larger spaces in current 
media. Agents: W. H. Gollings 
& Ltd. 


Big New Savings 
Campaign Coming 
Bookings are going out for 
a large national campaign 


stood that maximum spaces 

in a number of national 

dailies are included in the 
schedule. 


For Knight’s Family Health 
Soap, a half-hour programme at 
5.30 on Sunday afternoons over 
Radio Luxembourg. The pro- 
gramme features Godfrey Winn, 
the writer and journalist, who 
will send wishes and play records 
to celebrate “Your Mother's 
Birthday.” Requests have to be 
sent to 40 Berkeley Square, Lon- 
don, W.1, the address of the 
agents, J. Walter Thompson Co. 


For Pearl underwear made by 
World’s Wear Ltd., in Midlands 
and North-West England provin- 
cials. Dealer aid material and 
stereos for local papers are 
offered in trade Press ads. Agents: 

Advertising Ltd., Leicester. 

For Wrights Biscuits Ltd. in 
selected provincials. Agents: 
Holman Advertising Ltd. 

For Colwyn Bay, in national 
dailies and _ provincials—For 
Bamfords Ltd., makers of agricul- 
tural machinery, full pages in 
colour and black-and-white and 
quarter pages in farming and farm 
machinery journals. Agents: 
Stowe & Bowden Man- 
chester. 

For Californian Poppy per- 
fume to introduce a new pack and 
to celebrate the 50th anniversary 
of the product's introduction, in 
women’s journals. Agents: 


For Moorland Antacid Indi- 
gestion Tablets, Penetrol Inhalent 
and Inhaler, and Urillac Tablets, 


“ale 


ADVERTISER'S WEEKLY 


a 


EAST TILBURY, ESSEX 


7] 
THE LARGEST ORGANISATION OF (15 KIMD INTHE UE 


One of a series of ads. issued 

by British Bata Shoe Co. to 

attract labour. Results have been 

such that the scheme is to be 
extended. 


in nationals and _ provincials; 
campaigns to run_ throughout 

1951. Agents: Sells Ltd, 

For Jaguar cars, home and 
Overseas campaign, including 
US.A. and Canada. Media 
include nationals, magazines, 
technical Press and journals 
with overseas. circulation. 
Agents: Nelson Advertising Ltd. 


. *,¢ 
Bisto Competition 
Starts To-day 

A competition in which 
entrants are required to say why 
they like Bisto, in the space of 
20 words, is being launched 
to-day (Thursday) by Alfred 
Pemberton Ltd. for Cerebos Ltd. 
Details of the competition will 
be announced with an extensive 
advertising campaign in nationals, 
London evenings and women’s 
magazines. Each entry must be 
accompanied by a Bisto carton- 
top. First prize is £250 and the 
competition closes on April 2. 


The Calico Printers’ Associa- 
tion new national campaign for 
Calpreta non-shrink and other 
textile finishes handled by 
Dudley Turner & Vincent Ltd. 
{not J. Walter Thompson Co. as 
stated last week), includes colour 
pages in Woman and Woman's 
Own as well as pages in a large 
list of magazines. A supporting 
campaign in selected nationals is 
to run concurrently. Press ad- 
vertising will be integrated with 
comprehensive sales promotion in 
the campaign, which will be con- 
centrated into approximately 
three months. 


OF GLOUCESTER 
LONDON TEL: TRA 4277 


THORNTONS for 


@ EXHIBITION STANDS 
@ PORTABLE DISPLAYS 
SINGLE OR QUANTITY 
DESIGNING and/or 
CONTRACTING 


THORNTONS’ (BIRMINGHAM) 
COMMON LANE - KENILWORTH 
Phone :- Brrurrcuam Srecurorp 4235 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA + S.W.1 + TEL. VIC 0912-3 


87/93 LAMBS CONDUIT ST., W.C.I 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


_— 


CONTACT MAN 


Widely experienced contact man with 


Agency 
or pay substantial salary 
and expenses from the outset. 
Principals only are invited in the 
strictest confidence to suggest a 
mecting to Box 10852 


Ad. Weekly, 180 Fleet St, EC4 
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ADVERTISER'S WEEKLY 
Phone: BER 1065————_—_——__—_- 


Trade Typesetting 
Monotype and Handwork 
Specialists in proving for 
Photo-Litho Reproduction 


Delivery and Collection 
in Central London 


ADVANCE TYPOGRAPHERS 


LTD. 
Marigold Street, Jamaica Road 
_ Ss. E. 16 
{ 


NOW —s COLOURS 
IN FLUORESCENT PAINT 


AS BRIGHT AS EVER SEEN 
Showcards, posters, bus-panels 
MODERN PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, S.W.18 
Phone VANdyke 6667 


ROTAPRINT & MULTILITH USERS 

We offer you a speedy Photo-Litho service 

that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
*Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


POSTERS 


TICKETS SHOWCARDOS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27, BOSTON ROAD 


HANWELL W?. 


Photographic Enlargements 
in all sizes up to 80 sq. ft. in one piece 


The Autotype Co. Ltd., 
London. W.13 


Brownlow Rd 
"Phone: EALing 269! 


RENART 


STUDIO LTD 


EALING 3362 
Po 4644 


SCREEN PRINTING 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDiIGS, LIHITED 

72a Plough Rd., Battersea, $.W.1I 
Tel. Nos. Battersea 5300 & 4886 


——— —$  —___ " I 


“> POSTER. SITES 
BULLETINS 


HARROW 


COMPANY 
37, Spring Street, W.2 


PADDINGTON o1e/7 
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PUBLICATIONS NEWS AND NOTES 


“R.A.F. Review’ Is 
ia a 
l'ransferred To 
New Company 

The Royal Air Force Review, 
the journal of the Royal Air 
Force, has been transferred by 
the Air Ministry to the Royal 
Air Force Review Ltd., 180 Fleet 
Street, London, E.C.4. The first 
issue tO appear over this com- 
pany’s imprint is dated January 
1951. 

The Review is _ published 
monthly at 6d., printed in photo- 
gravure, and has a circulation of 
30,000, being sold exclusively to 
Royal Air Force units at home 
and overseas, 

Plans are now going forward 
to increase the size and widen the 
scope of the Review, of which 
details will be known 
shortly. 

Advertisement director, is Mr. 
Clifford Leighton. 


. . 

Diamond Jubilee 

. 
Of ‘Cyeling’ 

Cycling for January 25 will be 
a special diamond jubilee sou- 
venir number to mark the 60th 
anniversary of the publication of 
the oldest weekly cycling journal 
in the world. 

Among many features will be 
a 16-page picture section in two 
colours, anda message from Lord 
Nuffield recalling pioneer days 
of the cycle industry. 

The souvenir number will be 
twice the |Size Of a normal issue, 
with an httractive cover in full 
colour and over 40 pages in two 


* * > 
Caxton Magazine celebrates its 
golden jubilee with the January 
issue. Greetings from the Minis- 
ter f Labour and National 
Service (Mr. George Isaacs), Mr. 
George Newman, president of the 


British Federation of Master 
Printers, Mr. G. L. Riddell, 
director of research, Printing. 


Packaging and Allied Trades’ 
Research Association, and Mr, J. 
Fletcher, secretary, Printing and 
Kindred Trades’ Federation, are 
included. Fifty per cent of the 
88-page issue is devoted to ad- 
vertisements. 
oa * a 

Lavishly produced, 184 page. 
Aeronautics tri-lingual number 
for 1951 is considerably increased 
in size and carries almost twice 
9 much advertising as last year 


ditorial copy is in French, 

| Ena sh and Spanish—in three 
column pages. The issue is 
devoted mainly to the Society uf 
British Aircraft Constructors’ 


BILLPOSTING. 


Display at Farnborough last 
September. Well designed 
announcements by many leading 
aircraft organisations are 
included in 96 pages of advertis- 
ing--31 in full colour. 

* om 


For a long time a quarterly, 
the Allotment and Home Garden 
makes its 


appearance as a 


monthly, as from the January 
issue. It is the official organ of 
the 350,000-strong National 
Allotments and Gardens Society 
Ltd., and is produced and pub- 
lished by Presservices Ltd., of 
London and Reading. 

Extensive re-styling has gone 
into the new journal, although 
the previous size (Crown 4to) 
and three column format have 
been retained. 

A two-colour cover is used. 

* * * 


As from the March issue (on 
sale February 23). Good 
Housekeeping wil! sell for 2s. 
monthly, a price rise of 3d. The 
issue will be of 172 pages and 
will include a free year-round 
kitchen chart, from a_ research 
into what are the most-needed 
items of domestic information 
regularly asked for by house- 
wives. 

* * * 

The Architect & Building News 
has revived its special New Year 
number, which had been 
suspended since 1939, with the 
issue date January 19. Scope of 
this number, well-known before 
the war for its annual review of 
building development, has been 
extended to cover building 
materials and methods over the 
last half-century. 

* * * 

The name of Welding is 
changed to Welding & Metal 
Fabrication with the January 
issue. At the same time page size 
is increased to 11 in. x 8 in. 
and iype area standardised at the 
1.S.B.A. 10 in, x 7 in. area. Ad- 
vertisement rates are increased to 
£34 per page, single insertion 
(from £27 10s.). 

* * * 

Survey of th: 
Industries Fair, 1951 
6d.) contains many authori- 
tative articles introduced by one 
on “A Century of British Indus- 
try.” Colour is effectively used in 
lB of china. toys. tex- 
tiles and steel forging. and also 


“The Times’ 
British 
(2s. 


January 18, 1951 


in many of the advertisements 

which occupy about half of the 

72 art pages plus covers. Size: 

14 in. x 104 in. 
* * * 

A contribution by the President 
of the Board of Trade on “Pro- 
duction Exports, and Defence” is 
one of about forty articles, rang- 
ing Over a wide field, in the “Man- 
chester Guardian” Review of 
Industry, Commerce and Finance, 
on sale January 23. Of the 100 
pages (144 in. x 9} in.) plus 
covers, some sixty are advertise- 
ments. 

* * 

Two Odhams periodicals will 
be increased in price as from 
the March issues. Everywoman 
(on sale February 20) goes up 
from Is. to Is. 3d., and Ideal 
Home and Gardening (on sale 
February 23) from 1s. 6d. to 2s. 

* * * 

Rates for the Miniature 
Camera Magazine are to be in- 
creased from £25 per page to £30 
and pro rata from March 31. In 
announcing the change, the maga- 
zine states that while the increase 
has been necessitated by rising 
production costs it is more than 
offset by a 644 per cent circula- 
tion (A.B.C.) increase since the 
present rates were fixed. 

* * * 

Maximum size of space avail- 
able to Scottish advertisers in the 
Scottish Daily Mail is 8 in. d.c., 
not 4 in, dc. as stated in the 
Scottish Supplement last week. 
The latter figure was correct 
when the article was written. 

. * * 

A special 64-page issue of the 
Continental Daily Mail has been 
published as a “pre-view to the 
Festival of Britain.” The front 
page is printed in red. white and 
blue, and the back cover is a 
three-colour ad. for Clacton. 

* * * 

Twentieth Century is the new 
name of Nineteenth Century and 
After magazine. Type area has 
been decreased to 7 in. xX 
4 5/16 in. but the number of 
pages: has been raised. 


Legal and Gazette 


COUNTY COURT CLAIM 


At Southampton County Court, Sport- 
ing Publications Ltd., won a claim for 
£15 15s., with costs against J. W. Angell 
and Sons Ltd., building contractors. The 
defendant firm disputed a contract with 
Sporting Publications for space in the 
Southampton Football Club year book 
and claimed that this contract was subse- 
quently cancelled in_ consideratic n of a 
ccond agreement Judge Alfred Tylor 

C., felt it was “somewhat pene Mh ro 
ry" that Mr. J. W. C. Angcll, a 
director of the defendant company. did 
not ask for the first agreement to be 
returned to him or destroyed The 
Judge was not satisfied applicants agreed 
to cancellation; he was doubtful if the 
vord “cancellation” was ever mentioned 


BANKRUPTCY PROCEEDINGS 
Maurice Trevor Hatt. 65 Becklow 
Road, Shepherds Bush, W.12. publisher 
lately carrying on business as Maur ce 
Hall Publications. & Westgate Ter 
\ formerly at i54 High 
Holborn, W.C.1 Order of 


> 


tion December 23 


Adjudia 


Davin Finptay and — FINDLAY 
carrying m business in )-partnership 
as The Northern Printing “Co at 183 
Oxterd Road Manchester and The 


North Cheshire Courier. at 397 Stock- 
Timperley. Cheshire, printers 
and publishers First meeting of 

reditors January 16 at the Official 


Receivers Office, 20. Byrom Street. 
Manchester and public examination 
February 16 at The Court House, Quay 
Street, Manchester 


Compani 
New Companies 
Neon Maintevance (North London) 
Ltd., 1 Frome Road. Wood Green N.22 
Manufacturers of, and dealers in adver- 
tising and lighting signs. Pe ae capital: 
Directors: S L. Gray and 


sray 
Chertsey and District Poster Advertis- 
ing Co., Lid. Nominal capital £1,000 
Subscribers: J. T. Race and J. H. 
Thomlinson 


Barrington Gray Ltd., 129 Southsea 


Avenue Leigh-on-Sea Publishers of 
periodicals, newspapers. Nominal capital: 
£100 Directors: B. Gray (permanent) 
and Mrs. D. Gray 

Bu Service Ltd. Advertising and 


publicity agents, Nominal capital: £5.500 
Directors: Mrs. H. Burnup and W_C. A 
Pay 

Leopold bnapey*? & Co., Ltd., 7 Vigo 
Strect. W Advertising and publicity 
Nominal capital: £100. Director 


(The above. mentioned particulars of 
new companies recently registered are 
taken from the Daily Register compiled 
by Jordan and Sons, Ltd., Company 
Registration Agents, 116 Chancery Lane, 

London, W.C.2.) 
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JaNuARY 18, 1951 
Limelight On 
Nalgo 


A photographic exhibition to 
illustrate the role of the local 
government officer was presented 
to members at the headquarters 
of the National Association of 
Local Government Offices on 
four days last week. 

Twenty-one screens of pictures 
and letterpress described the ser- 
vices of the 2,000 local authorities 
in the country. 

It was prepared by two mem- 
bers of NALGO, Mr. Alan Eden- 
Green, public relations officer, 


_ Lambeth Borough Council, and 


his assistant, Mr. Leslie Garwood. 
Mr. Jeffrey E. Matthews executed 
the artwork and lettering. 

It is hoped to present the ex- 
hibition, the first of its kind, io 
the public in London and the 
provinces during the next few 
months. 


ON WITH THE SHOW 


A report that many of the 
larger agricultural shows are con- 
sidering establishing permanent 
showgrounds was welcomed at 
the fourth annual meeting of the 
Exhibitors’ Association by Mr. 
D. J. Bird, chairman. In his 
view, this would lead to a reduc- 
tion in the high cost of showing, 
which inevitably fell upon the 
supporters of the shows. 

Mr. R. Bolton was elected 
chairman for 1951. 

Congratulations of the mem- 
bers were extended to their first 
chairman, Mr. R. W. Haddon 
(deputy chairman of Iliffe Press) 
on the award of a knighthood. 


‘Higham Advertiser’ 


An amusing fake newspaper. 
the Higham Advertiser (“abso- 
lutely final” edition) was pro- 
duced for the staff dinner of 
Charles F. Higham Ltd. at the 
Park Lane Hotel. Written by 
members of the staff, it also con- 
tained articles by the chairman, 
Sir Patrick Gower, and the man- 
aging director, Mr. Hugh M. 
Thornborough. Editors were the 
copywriters Messrs. H. L. Law- 
rence and P. G. Ryan. Mr. 
Harold Ramsden, the print man- 
ager, was mainly responsible for 
the layout. 


SULLEY ELECTED 
CHAIRMAN 


At the annual meeting of the 

Newspaper Conference held at 
Simpsons, London, last Thurs- 
day, Mr. Francis Sulley (London 
editor, Sheffield Telegraph) was 
elected chairman for 1951. 
_ Tributes were paid to the re- 
tiring chairman Mr. Wm. Red- 
path (London editor, Provincial 
Newspapers Ltd.) particularly for 
the part he had played in secur- 
ing representation in the House 
of Commons for the provincial 
evening newspapers. 


Overseas 
Opportunities 


World wide organisation 
invite applications, in writ- 
ing in first instance, for the 
following important posi- 
tions. (All covered by 
pensions / superannuation 
schemes.) 


* 
Press Relations, Advertising 
Officer, India 


Based in Calcutta, this 
gentleman will be respon- 
sible for the interpretation 
of our story to the Press. 
He must be an experienced 
pressman and have an 
understanding of advertis- 
ing promotion work .. . 
four figure salary offered. 


* 


Display Man, Southern 
Rhodesia 
To be responsible for and 
able to practically execute 
the design, construction 
and insertion of display 
themes throughout our 
retail shops. Passages paid. 
First contract 5 years. 
Basic salary plus __half- 
yearly bonus should assure 
four figure salary. 


* 
Pioneer Salesman 

An adventurous type of 
salesman for Kenya, pre- 
pared to travel alone for 
periods whilst circuiting 
expanses of the Colony in 
special sales van. May 
have to sleep in van some 
nights. Suit single man— 
aptitude salesmanship and 
showmanship, who can 
speak or will learn Swahili. 
Salary and commission, 
four figures. 


Applications in full to the 
Personnel Manager, Box 
10895, Advertiser's 
Weekly, 180, Fleet Street, 
E.c.4. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


APPOINTMENTS WANTED 


TECHNICAL 
ADVERTISING 


Qualified engineer, aged 30, 
with sound practical know- 
ledge of mechanical and elec- 
trical engineering and wide 
experience in all aspects of 
technical advertising seeks 
permanent position as 
Executive in Agency hand- 
ling Technical Accounts or 
as Advertising Manager to 
Engineering Company in 
London Area. Free Ist 
February. 


Box 875 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ALL-ROUND JOURNAL Pe. ngy 30's, 
secks progressive PUBLICITY post; 
copy writing or press sublie relations; 
enthusiastic hard worker for right job 

872 Ad. Weekly 180 Fleet St EC4 


‘THIS MAN IN ADVERTISING 
SINCE 1935 


Now top-flight fm visuals, layouts, art- 
work and typography, seeks a job in an 
agency, a job with plenty of scope. 


Box 9994 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SHORTHAND.-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcomb Street, W.C.2 
(WHliehall $924) 
_ efficient personnel 

GRADI ATE, 26 administration, — copy. 

blocks. seeks post in sanantacturing or 
Trading Company Offe 
Box 889 Ad. Weckly 180 "Fleet St EC4 


FREE LANCE SERVICES 


COMMERCIAL ARTIST, expcrienced in 
boot and shoe drawing, mechanical 
illustration and lettering, seeks good 
connections. Prompt service guaranteed 
_ Box 9716 Ad. Weekly 180 Fleet St EC4 

FREE LANCE ARTIST required. fully 
experienced in finished line drawings 
of furniture 
Box 882 Ad. Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


“Sample please’’ on one of 
our letterheadings and send to us. 
‘oint of sale displays, showcards and 
window bills printed by mechanised 
Silk Screen. No biock costs. Rich 
weight of colours. Decor Advertising, 
4 Broadmead, Beistol, 1. Tel.: 26817 
and 20460. 


¢ specialise in 


ACCOMMODATION 


OFFICES TO LET unfurnished, 3 large 
rooms, telephones. 1 mile from Marble 
Arch, N.W Suitable for Advertising 
Agents, etc. emt £5 week Full 
ge from Snell & Co., 47 Maida 
Vale, W.9 

SMALL OFFICE to let End 
Telephone Suit P stsey a Provincial 
Agent. May 

DESK <OCOMMODATION— Offered in 
well-appointed office in W.1 district 
Suitable for artist, oe or pub- 
licity consultant. y reasonable 

yd _includes heating, Nighting, ct 


Boe B65 Ad. Weckly 180 Fleet St EC4 
FLOOR SPACE available for free-lance 
artists, with light, heat, etc. "Phone: 
Whitehall 0303 
FIRST-CLASS commercial ari studio re- 
quires 2 of rooms in Bloomsbury 
area Prepared to share suitable 
accommodation 
Box 881 Ad. Weckly 180 Fleet St EC4 


SALES AND WANTS 


ADORESSING UNIT for sale, for 
envelopes or other repetition work 
with machine for making stencils 
F. J. Edwards Lid., 359 Euston Road 
N.W.1 

“MASSEELEY” No. 9 Showcard Ouilit 
with 10 in. x 5} in. Platen Press Mode! 
2, Finishing Press, oak type cabinet 
F. J. Edwards Ltd., 359, Euston Road 
London, N.W.1 EUSton 4681 


WANTED 


all types of scrap printers 
metal — linotype, 
and zinc. Top prices— 
Spot Cash — We collect. 
Call, "phone or write 


J. LUCK 


14 Theberton Street 
London, N.|! 
CANonbury 1683 


brass 


PRINTERS with modern automatic 

yresctting have scope for undertaking 
several small regular Journals, et 
Central Printing Press, 47 Alexandra 
Street, Southend-on-Sea 


TO PUBLISHERS 


Are you seeking a Printer who has 
recently installed the undermentioned 
modern machinery to produce an 

established monthly, or weekly. 
2 Modern Automatic Double Demy 
letterpress machines by Linotype 
Machinery Led. Several smaller 
Automatic Cylinders. Additional 
Monotype keyboards and casters. 
ble Royal and smaller folding 


TO PROVINCIAL AGENCIES. Reliable 
and expericnced advertising man in al! 
branches of agency practice, with own 
Office in Fleet Street is in the position 
to offer London representation = non- 
competitive Advertising Agenci 
Box 890 Ad. Weekly 180_ Fleet. ‘St ca 

WORKING PARTNER required by 


to take over and develop important 
contacts more essential 
fully experienced in handling all forms 
of printed publicity and display, and 
who can introduce new accounts need 
apply to 
Box 864 Ad. Weekly 180 Fleet St EC4 
PERIODICAL REQUIRED, Capacity 
Shortly becoming available for a 
Weekly Periodical with a well estab- 
lished London _ Printer Wednesday 
publication preferred. Usual office 


Box 859 Ad. Weekly 180 Fleet St BC4 


if chis is so we invite your enquiries— 
Telephone Leytonstone “i164. 
(Minimum mM 

runs oreferred.) 


G. F. TOMKIN LTD. 
501/S Grove Green Rd., Leytonstone 


PRINTERS , 


SPECIAL ANNOUNCEMENT 


See December 28 issue of Adver- 
tiser’s Weekly, pages 190 and 191 
for the Advertising Services 
& Supplies Section. January 
25 will be the next issue con- 
taining these services. 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACA 


PRESS SECTION 
INTERNATIONAL WOOL 
SECRETARIAT 


Applications are invited for 
the post of feature writer. 
Applicants must have sound 
Newspaper editorial experi- 
ence. A knowledge of wool 
will be an advantage but_is 
not essential. Commencing 
salary: minimum of £750 
(plus superannuation) but 
higher for first-class qualifica- 
tions. The successful applicant 
will be required to commence 
duties without delay. Write in 
confidence, marking envelope 
“Press Section,” to the Secre- 
tary, 

INTERNATIONAL WOOL SECRETARIAT 
18-20 Regent Street, London, S.W.! 


ART EDITOR/STUDIO MANAGER rec- 
quired by publishers of popular maga- 
zines and periodicals printed mono- 
chrome and full colour by letterpress, 
litho photogravure Processes. 
Salary £750. Write stating qualifica- 

experience and age to: Box 
Haddon’s, Salisbury Square, 


TECHNICAL COPYWRITER. Leading 
London Advertising Agency requires 
assistant’ technical copywriter with 
advertising experience and some know- 
ledge of clectric power plamt. Write to 
Box 879 Ad. Weekly 180 Fleet St EC4 
Specimens of work will be asked for 
_later_if cequired. 

FIRST CLASS GENERAL ARTIST 
wanted by busy West End Agency— 
retouching, wash drawings, lettering and 
occasional figure work. ae a. 
experience and salary required 
Box 9992 Ad. Weekly 180 Fleet "Se EC4 


124 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3s. per ime. APPOINTMENTS WANTED 
Display classifications 


2s. 6d. per line. 
Display 


for 

imsertions, 5%, om 13, 10% om 26, 15% 

imsertions MUST BE PREPAID. 
Londoa, E.C.4. 


Adaress: * 
Phenes 


pt S844. 


APPOINTMENTS VACANT 


BOOK-KEEPER / ACCOUNTS CLERK 
required by advertising representatives 
of Dominion Publications. 

Box 863 Ad. Weekly 180 Fleet St EC4 

ADVERTISING IEPRESENTATIVE 
required for old-established fortnightly 
trade journal. The right man would 

paid a salary of £12 per week for 
a trial period of six months and, if 
found satisfactory, 
offered a staff Agreement based upon 
salary and commission Applicants 
should write, giving age and experience, 


to 
Box 9996 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO 
ADVERTISING MANAGER 


Well educated man of good 
appearance about 25 years of 
age required in Advertising 
Department of Leading Motor 
Accessory Manufacturer. 
Applicants should live in West 
or North-West London. Press 
experience an advantage. Ex- 
cellent prospects and facilities. 
Box No. 670, Dorland 
Advertising Ltd., 18-20, Regent 
Street, London, S.W.|. 


LONDON PRINTING consultants re- 
quire an experienced estimator with 
knowledge of paper, letterpress a 
lithography. Personal contact with 
— of printers would be an advant- 


Box 9995 Ad. Weekly 180 Fleet St EC4 


We seek the 


psychology. 


confidence 
Advertising Limited, 


Opportunity for 


top grade Copy 
and ideas Man 


services 
Advertising Man of mature experience capable 
of sharing the responsibilities of running this Agency. 


As the position is at Director level it carries a four- 
figure commencing salary and appointment to the 
Board will be made on proof of capabilities. 


As primarily his work will be the preparation of 
copy and ideas for Technical Advertising in all its 
forms, he must be dynamic in outlook, have a fertile 
imagination and possess a sound knowledge of sales 


lf you possess these qualifications—if you are 
ambitious and feel you have not yet reached your 
peak level in advertising, we invite you to get in 
touch with us without delay. 


Write giving full details of past career in strict 
to The Managing Director, 
Incorporated Practitioners in 
Advertising, 10, Norfolk Street, London, W.C.2. 


of an Agency-trained 


Gilbert 


*Phone your Classifieds 


FIRST-CLASS 
LETTERING 
ARTIST 


wanted. Must be swift 
and competent in all 
styles. Send no speci- 
mens, but write (giving 
details of age, experience 
and salary required) for 
appointment to 


GREENLY’S LTD. 
5 Chancery Lane, W.C.2 


SOUTH AFRICA. Young iayout man, 
able to produce good roughs and well 
finished comprchensives, required Oe 
progressive agency in ape Tow 
Typographical knowledge an advan: 
age. This position would suit young 
man with ambition cnd ability, who 
wishes to widen his experience. Very 
congenial conditions, 


siart, Reply in confidence to 
Box 868 Ad. Weekly 180 Fieet St BC4 
SHORTHAND- TYPIST equired for 
publishers advertisement 
> Previous advertising 
experience helpful but not essential. 
Commencing salary £5. Sawell Publi- 
cations Ltd., 4 Ludgate Circus C.4, 
Telephone for appointment, Mrs, 

Roberts, CENtral 4353 

WANTED. A Press Representative with 
experience in Advance Publicity for 
No. 1 Circus. Own car preferred. 
Must be capable driver. Clean licence. 
To travel ahead of the Circus. Full 
particulars in first letter, including sal- 

+ age, enc and whether 
married : Billy Smart's 
Circus, St. George's Stables. Wink- 
fie'd, Nr. Windsor, Berkshire. 

OLD ESTABLISHED light enginecring 
firm requires sole charge advertising 
man, good education, artist, copy- 
writer. Commencing £550. W.C.1 
district. 

Box 887 Ad. Weekly 180 Flect St EC4 


COMPETENT ALL-ROUNDER 
required 
age 30/35, to assist in Manchester 
Insurance Office. Pension scheme. 
Details of experience and salary 
required to 


9957 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION DEPARTMENT of a 
leading agency has a vacancy which 
calls for wide experience in all 
mechanical production methods for 
both press and print. An interesting 
and progressive job for a really techni- 
cally sound man with organising ability 
Write giving age, salary required a 
fullest details of experience 
original testimonials, to Box AC ° 
Samson. Clarks, 57/61 Mortimer 
Street, W.1 

ADVERTISING. Leading Agents re- 
quire young lady to check charges for 
printers’ blocks etc. Previous experi- 
ence an advantage. ‘S-day week (9.30- 
= Write stating age, experience 

salary required to Secretary, 
Greeniy's Ltd., 5, Chancery Lane, 
WC.2. 


MAN WITH ENERGY and drive wanted 
to take charge of Screen Printing shop 
Capable of organising precision print- 
ing. Glass, metal and transfer work. 
Knowledge of halftone work and 
McCormick machine an advantage. 
Country cottage available for right 

Please give full details and 

required. Strong Meakin 

Advertising Ltd., St. Mary's Gate, 
_Nottingham 


January 18, 1951 


APPOINTMENTS VACAN 


YOUNG MALE ASSISTANT age 19-21 
tequired by Production Manager to a 
well-known Printing Consultant. Write 
giving age a full particulars to 
Box 885 Ad. Weekly 180 Fieet St BC4 


SENIOR ADVERTISING 
EXECUTIVE 


required for large Manufac- 
turing Company; administra- 
tive and creative ability and 
complete knowledge of Adver- 
tising Business _ essential; 
liaison with agency important 
part of duties. Salary compar- 
able with experience and 
capabilities. Write giving 
details of age and experience 
to 


Box 893 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ROYDS offer opportunity in 
accounts department for young woman 


Setting invoicing. 
copy typist. Apply by letter to Staff 
Manager, G. S. Royds, Ltd., 160 
Piccadilly. London. W.1. 
COPYWRITER/VISUALISER. Vacancy 
in agency handling 
Qualifications: 


layouts for Studio 

Interest in Export Trade 

prospects for keen 

Practical agency 

experic is (mo specimens) to 
Box 884 Ad. Weekly 180 Fleet St BC4 


Advertising 


One of the biggest 
Advertising 
Agencies in this 
country requires 
a Deputy for a 
Senior Director. 
Applicants should 
be between 35 
and 42. 
Excellent prospects 
for a man with 
personality and 
ability. Replies to 


Box 894 
Advertiser's Weekly, 180 Fleet St., E.C.4 


VOUCHER CLERK. 

immediately by busy _ 
te stating age, experic 

Nauired CPB. Kaights, 105 Baker 

Street, W 

EFFICIENT CLERK required for sub- 

ecriggon | trade journal 


16-20, required 


‘ALL ROUND ARTIST required, 
capable of producing high-class work. 
Write salary require 
Box 1077 Ad. Weekly 180 Fleet St BC4 


accurate _ esse: 
Write fully, giving age and when avail- 


Box 9951 Ad. Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 
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January 18, 1951 


POINTMENTS VACANT 


BENSONS 


want a 


designer 
for 


fashion and beauty 


accounts 


This is an opportunity 


for a man or woman who 
wishes to concentrate on 
feminine appeal. If you have 
originality and are capable 
of producing finished 
roughs of a high standard 
for Press advertising and 
printed matter write to 


Art Director 


S. H. BENSON LTD. 
Kingsway Hall, London, W.C.2 


LAYOUT / TYPOGRAPHER = cequired 
immediately by medium-sized Agency 
23—26 years. Able to execute clean, 
businesslike roughs to clients standard 
and to deal speedily with adaptations 
etc. Accuracy, commonsense and an 
eye for typographical design important 
S-day week. Details salary, etc., to 
Art Director. 
_Box 876 Ad. Weekly 180 Fleet St BC4 
TECHNICAL COPYWRITER required 
by West End commercial organisation 
preferably one who combines un- 
doubted writing ability with some lay- 
out knowledge. Write giving full details 
of experience, age and salary required 


to 
Box 886 Ad. Weekly 180 Fleet St EC4 


CROYDON ADVERTISING STUDIO 
: require 
RETOUCHING ARTIST 
FIVE DAY WEEK 
TELEPHONE FOR APPOINTMENT 
ARTVERTISING. CROYDON 3930 


PRODUCTION MAN wanted whe can 
tackle efficiently « mass of diverse 
work including copy and layout. In- 

and promising position 

ambitious man. Harwoc 
(Advertising) Ltd., 47/49 West 
_ Harrow. Byron 3333. 

SPACE SALESMAN to carry two a6e- 
tional periodicals—a weekly ai 
monthly. Established ten years and 
both circulations rising fast. Consider- 
able expansion in cosmetic and fashion 

ids possible. Suggest expense allow- 
ance and commission. Reply 
Box 873 Ad. Weekly 180 Ficet S: EC4 

ADVERTISING. An unusual oppor- 

tunity arises for a first class space 

salesman who can prove high earnings 
medium is entirely 

selling well. 

commission. Write 


lettering / layout 
. Highest stand- 
required at top rates of 
Write full particulars. 
857 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


emet<ias general required 
for London Agency; mi fully ex- 


GEESE na weetty 10 Piet m BOs 


artist 
must be 


Good 
position. Write fully to 


manent 
_ Box 99¢ 9961 Ad. a. Weekly 180 


Box 9954 Ad. Weekly 180 


ENERGETIC SPACE SELLER 

required for women’s weekly 

periodical. £15 basic salary 
plus commission. 


Box 891 
Advertiser's Weekly, 180 Fleet St., E.C.4 


A GOOD ALL ROUND aes re- 
quired for well-known Advertising 
Agency. Some visual and layout “Sbiliey 

necessary. Must be clean worker wi 
modern ideas. Please write in first 
instance stating experience and salary 
required. 
Box 862 Ad. Weekly 180 Pleet St BC4 

ARTIST —first ciass—with wide general 
experience. 

Permanent position. 

idea! offices, canteen, recreational 
activities. Salary according to 

ability. Weite, stating age and experi- 

ence to Advertising Manager. Cari- 

bonum Limit 


social 


Expert knowledge of printing methods, 
process work, 3 make-up 
essential. Write, giving full —_ of 
qualifications and salary expe 
Box 369 Ad. Weekly 180 Feet S St ECs 
EXHIBITION STAND DESIGNER re- 
quired for full-time position. Must be 
fully experienced, able to produce 
original colour visuals in perspective, 
and efficient working drawings. Appli- 
cam should «F = giving full 
details of experi and salary 
required, to RMiLOn’ DISPLAY SER- 
VICE, 5/6 Carlisle ae 
RETOUCHE requir a — blished 
London Studio. High class work 
= — working conditions, 
rats wa Write full particulars. 
Box 858 Ad. “Weekly iso Flect St EC4 
DISPLAY MAN required by Brewery 
Company, capable of designing and 
maintaining in 400 shops in the London 
area, first class window displays of 
Beer, Wines and Spirits, with a team 
ermanency to 
with superannuation 
other advantages. Write giving 
full particulars, stating salary required 


to 
Box 860 Ad, Weekly 180 Fleet St BC4 


LETTERING 
ARTIST & 
DESIGNER 


The man we require is 
probably 35 to 40 years of 
age, able to do lettering 
with a high degree of finish 
and produce suggestions 
for all types of printed 
matter. 


London Studio working on 
National accounts. 


Box 878 
Advertiser's Weekly, 180 Fleet St., E.C.4 


your Classifieds 


PRODUCTION ASSISTANT for b 
>; capable, painstak and 

work without supervision it 
; full —- a. Ht. 

ence and salary required 

Box 870 Ad. Weekly 180 Fleet St BCs 
ARTIST. First class Layout Artist with 
Agency experience required | by pro- 
gressive London ih salary 
to capable man. Write in confidence 
giving agc, experience and salary ce- 


quired. 
Box 9979 Ad. Weekly 180 Fleet St us 
AYOUTS. Assistant 
t 


. gence 
preferred Crane Publicity. si "Gusiny 
Court, W.C.2 : 
be sl Undertaking 4 tat work, 
plicating, a itho nting, requires 
Agent for London Area. 


. E.C.4. (CITy $225). 


NATIONAL 
ADVERTISER 


requires in London Pub- 
licity Department a YOUNG 
MAN (20-22) to deal with 
outdoor sign advertising. 
Work will involve site 
selection and valuation, 
control of design, supplier 
contact, cost comparison 
and supervision of erection. 
An appreciation of simple 
layout and good lettering is 
essential and the successful 
applicant must be prepared 
to absorb the relevant regu- 
lations imposed by the 
Town and Country Planning 
Act. 


A commencing salary of 
£300-£350 per annum is 
offered with a job which 
affords excellent prospects 
to a young man anxious to 
learn and work in a depart- 
ment which covers all 
phases of modern publicity 
practice. Write 


Box 883 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


YOUNG LADY required by the Media 
well-known 


Typing essential 
md an tremmen Good pros- 


Box 867 Ad. Weekly 180 Fleet St EC4 


tion activities of ethical pharmaceutical 
world-wide interests 


jon. i: knowledge of French is 
not essential, but is desirable. Write 
giving _ a of qualifications and 
experienc 
x _855 ‘Ad. Weekly 180 Fieet St BC4 
ND LA 


layouts om 

essential. When writing, 

must state age, experience and salary 
required and when available for inter- 
view. with specimens of work. 

Box 853 Ad. Weekly 180 Flect St BC4 


JREMA 
cal production 
fully, in confidence to 
Box 856 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


OPPORTUNITY! 


Energetic young man required to 
sell complete service of point of 
sale display—Paint Transfers, 
displays in ‘‘Perspex'’ and other 
materials, and new permanent 
fluorescent signs. 
Must have ability to deal with 
level Executives. 
xcellent opportunity for 
ambitious man to advance with 
very progressive manufacturers. 
Salary, commission and ex- 
penses. Write full details of age, 
previous experience to 


Box 888 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FINE OPPORTUNITY (London ~~ 
for General and Figure Artist, 
Mencing salary according 
experience and age, but must be cap- 
able of carning a commencing salary 

800 Write stating age, 
ence and salary required to 
Box 1079 Ad. Weekly 180 Fieet St EC4 


in a short time. Metropolitan Adver- 
tising, Farnham Common, Bucks. 


ADVERTISEMENT REPRESENTA T ave 


“Gardens.” 

ith & Co Lid 74/76. 
Temple yy eae Temple ‘Avenuc, 
London, E.C.4 


c 
Mes be over 20.—Apply 
Editor, Bacup Times Office, Bacup. 
THOROUGHLY EXPERIENCED MAN 
required by medium sized Fleet Strect 
Agency to supervise department and to 
cope with rush insertions as well as 
ine flow of work. Good salary and 
Prospects for person with background 
of previous experience, plus faculty of 
was, up to the mark at all times 
rite 
_Box 866 Ad. Weekly 180 Fleet St BC4 
LONDON AGENCY requires really good 
ideas layout man Experience 
and semi-technical accounts 
ability to turn out well-finished 
roughs essential. Write details experi- 
ence and salary 
Box 9999 Ad. Weekly 180 Fleet St BC4 
WOMAN EDITORIAL ASSISTANT 
required for leading footwear magazine 
Experience fashion reporting 
essential. detailing eam 
experience salary required to 
_Box 9997 Ad. Weekly | 180 Fleet St BC4 
PRODUCTION AEST ANT (MALE) 
for Agency. Up £6 week. 
Box 880 Ad Weekly 180 PFlect St EC4 


APPOINTMENTS WANTED 


FOR SALE: 
TO SMALL PROGRESSIVE 
ADVERTISING AGENCY 
FOR FAIR SALARY— 
Wide knowledge and long 
experience of an expert on 
Media and Space-Buying, (Home 
and Overseas), Voucher check- 
ing and General Agency Office 
Administration. 


Box 9964 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Y, DESIGN and Production 
Manager requires change. Over 20 
years’ experience First A visuals 
as part of duties if requ 

Box 9240 Ad. Weckly 180. Feet St BC4 


Studio secks positio 
Box 874 Ad. Weekly 180 Fleet St BC4 
(Continued on page 123) 
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ADVERTISER'S WEEKLY 


Tuurspay, JANUARY 18, 1951 


45/- (overseas) 


13 specialised publications which have 
established a high reputation through- 
out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 


TOTHILL PRESS LIMITED 
33, TOTHILL STREET - WESTMINSTER + LONDON - S.W.1 


STOP PRESS 


COLD WAR 
ON ADS. 


Coal Board have put a stop 
on “promotion” ads., in line 
with gas, electricity authorities. 
Britisn Electricity Authority 
have urged —— Electrical 
and Alli 


advertising fo 

appliances during fuel crisis. 
Gas Council have asked 

as of —— Gas Indus- 
es 

makers to quesepeente economy 

slogan in advertising instead of 

sales copy. 


PLANS TO MEET 
U.S. COMPETITION 


Festival “ Britain plans “ 


announced ngers 
Weekly.” vreee February 1, 
subscribers will eee weekly 
news bulletin, w no advert- 
ising. February 8. aod thereafter 
monthly, —. 150 P-. edition 
will appear with full features 
= ~sereemeen: including 


NEW ACCOUNTS 


Tibbenham Pubiicity Lid. 
take over vertising for 
Brantom Shirley and Co, Ltd.— 


\Lonten} Led ing farming 
ndon + USI arm 
and technical ; 


agents. Laundry press 
direct mail sre being used. 


Editorshi ee 
Review” tas over by Ho 
Williams who relinquishes Euro- 

editorship “Modern 
yy Oy and “Modern Plas- 
of New York. 


To-morrow (Fri.) film 
Richard Attenboro 
Sheila Sim attend 0 
Burke Publishing Co., at cocktail 
and national 


tics” 


eee ESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. power lame 


1951. Primed in England by Staples Printers Limited at their Great Titchfield St treet, 
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